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GRAYHOUND 


Crivia NOTICE 


AO EXISTING GRAY AM STOMERS 


BY ALLOWING GRAYHOUND TO PUT AN AD IN THE 


BEGINNING ATTRACT MODE....NOT IN THE GAME PLAY... 
GRAYHOUND WILL UPDATE YouR EXISTING TRIVIA 
PROGRAM FREE, ALSO,FOR ALLOWING GRAYHOUND 
TO PLACE THIS AD.... WE ARE OFFERING TO CHANGE 
Ore UPDATE YoUuR EXISTING FIVE CATEGORIES OF 
TRINIA QUESTIONS WITH ALL NEW TRIVIA QUESTIONS 
FOR ONLY *40.%. THIS IS A ONE TIME OFFER... GOOD UNTIL 


DELEMBER 31, 19385. MAIL YOUR SATTELITE BOARD ANDA 
CHEK FoR >40.% TO GRAYHOUND. 
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GRAYHOUND ZLECTRONICS INC. 
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oll FREE .. 1- BCO- 222-044 
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THIS IS AS GOOD AS IT GETS! 


You'll LOVE the performance of the new 
UBI tables! 


WE GUARANTEE!!! Operate your new 
UBI tables for 30 days. You'll agree UBI 
manufactures the highest quality pool 
tables in the industry, or we'll pick them up 
directly from your location and refund 
your full purchase price. 


UBI COSTS LESS, LASTS LONGER, AND 
EARNS MORE 


OUTSTANDING 
FEATURES 


TONGUE & GROOVE 
: : ; Tongue & groove construc- 
Series 500 (featuring works-in-a-drawer) available in 6 ft., 612 ft., tion maintains accuracy to 
7 ft., and 8 ft. Push or drop chute. within a 32nd of an inch. QQ." 2, ~ 
This means longer table ag 
life, better action on the 
rails, less possibility of 
freight or rotation damage. 


SUPERIOR CONSTRUCTION Se 
3/4” ply cabinet, the strong- Spade 
est table built. ee: 
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EARN MORE MONEY aS 
The crisp, accurate and Wise 
fast playing action on your Ee 
UBI tables means more 
profit. 


Apel Po Oe 
eT y oy or 
me EE Py 
: iste ewer we 


ee Se 


MINIMUM DOWNTIME 

Our exclusive works-in-a- 
drawer (standard on our 
Series 500) means minimal 
downtime and expense in 


Series 1000 available in 6% ft., 7 ft., and 8 ft. with push or drop case of break-in, te 
chute; cue ball lock-in after 15th ball. oa 


AND YOU'LL LOVE OUR PRICES! 


UNITED BILLIARDS, INC. 


| | D) 51 PROGRESS STREET 
UNION, NJ 07083 

for more information and prices, call 

Jack Morris collect — 201/686-7030 


WE ARE OUT TO BE #1 


UP FRONT 


for a new 


If you're one of the few who hasn't heard by now 
about the merging of the AOE and the ASI, it’s true— 
there will only be one spring show, the American 
Coin Machine Expo (ACME), and no one is happier 
than the Play Meter staff, except maybe those who 
could not attend two shows and had to choose 
between them. The merger was long overdue, and 
the time certainly seems right in light of the excite- 
ment and enthusiasm at the AMOA showin October. 

This optimism of the AMOA show left little 
doubt that those who decided to weather the 
depression following the video crash made the right 
choice. As bad as it was, those who had confidence 
in the industry, who had seen it all before and 
witnessed the changes of the past years knew the 
industry would get back to normal again. As 
revenues plunged to new lows, their gut feelings 
were that a resurgence was just around the corner. 
As bad as it was, they knew it would get no worse. 

And they were right. 

They are now witnessing a rebirth of the coin- 
operated amusement industry. There are no inflated 
expectations, but there don’t need to be. Operators, 
manufacturers, and distributors just want to makea 
good living and be proud of theirindustry. That’s not 
unreasonable. In fact, that sounds just about right. 

With this new venture Play Meter and AAMA, 
the association of manufacturers and distributors, 
have taken a step toward affirming the new 
beginning and reviving communication and under- 
Standing between all parts of the industry. 

We understandably are sad to see the end of the 
AOE, as I’m sure AAMA is sorry to bid its show 
goodbye. But ACME, the offspring of the two shows, 
will inherit the best of both, and for that everyone 
should be delighted. The seminars will be as good 
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A new show 


beginning 
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as they have been at the AOE, and the support of 
manufacturers and distributors will be passed on 
from the ASI. The best of both will make this show 
better than either one could have been alone. 

Many have called AAMA’s and our offices dis- 
appointed that the 1986 show will not be in New 
Orleans for Mardi Gras as the AOE was scheduled to 
be. We, too, are disappointed. But because the 
merger agreement was reached only three months 
before the show, it was impossible to obtain the 
exhibit space and hotel rooms needed for the 
combined show. And though we can't promise 
Mardi Gras dates, the show will be in New Orleans in 
1987. 

Play Meter has been referred to as the operators’ 
magazine and the AOE the operators’ show. And 
both sentiments are true. But Play Meter is more 
than that simple expression indicates. Play Meter is 
an industry publication designed to keep readers 
informed. We hope this new partnership with AAMA 
demonstrates our sincere desire to serve all. 

It is my heartfelt wish that operators support 
ACME as they supported AOE in the past. Manufac- 
turers and distributors have vowed support, and we 
want to see operators take their deserved place at 
the industry show. 

We've begun a new phase in the industry, and 
ACME 1986 is the beginning of what will become a 
Spring tradition supported by all in the industry. 


Valerie Cognevich 
Editorial Director 
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ACME, the offspring of the two shows, 
will inherit the best of both. 
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Letters to 
the editor... 


Kiddie-ride 
gross higher 


Upon reading your November 1 
issue, we were very upset about your 
statistics on average weekly gross 
collections on kiddie rides. We know 
for a fact that the figure of $21 weekly 
gross is ridiculous and has to be a big 
mistake. Isn’t it hard to believe that 
any kiddie-ride manufacturer would 
be in business if the rides he sold were 
only grossing $21 a week for the 
operator? We sell rides to operators 
who are averaging more than $100 a 
week gross, some more than $200 
weekly. 

We have quite a few operators 
who have given up the video games in 
favor of kiddie rides and the better 
income generated. 

I don’t know where you got your 
figures or how they were obtained, but 
I do know they’re way out of line and 
give an unfair picture of the kiddie-ride 
business. If you were to arrive at a fair 
percentage, I would suggest calling 
your manufacturers and getting the 
telephone numbers of operators in 
this business and conducting a 
telephone survey. I’m sure you would 
get a different perspective. 

We assure you our kiddie-ride 
sales are increasing all the time and 
will continue to do so in the future. 

Bob E. Stengel 
Quality Design Engineering, Inc. 
Eldon, Mo. 


[Editor’s note: The source of statisti- 
cal information, including the average 
weekly gross of kiddie rides, in Play 
Meter’s article on the state of the 
industry was a survey of operators 
who subscribe to the magazine. Hun- 
dreds of operators participated, and 
we believe the statistical information 
presented is valid. Nevertheless, there 
IS a marain for error in the survey, and 
Mr. Stengel’s points are well made. | 
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Audio Visual 
Amusements 


OFFERING THE FINEST 


NEW AND USED EQUIPMENT 
YOU’VE TRIED THE REST, NOW TRY THE BEST!! 
We’re Eager To Serve 
1809 Olive Street, St. Louis, Missouri 63103 


314/421-5100 


for further information, call Pete Entringer collect 


KIDS-LOVE OUR EGGS 
YOU WILL 


ee 


Dispensing our popular and exciting 
toy-filled egg capsules is fun 
and profitable. Contact us for 

equipment and supplies. 
Toll-Free 1-800-EGG SHOP 


( [ [ ) INNOVATIVE 


INDUSTRIES, 
eee INCORPORATED 
ae 


° Carthage, MO 64836 


60S Crrand Ave 


HOFFMAN & HOFFMAN 
TOKENS ARE MINTED 
UNDER THE MOST 
RIGID QUALITY 
CONTROL STANDARDS 
WE MATCH OLD WORLD 
CRAFTSMANSHIP WITH 


HOFFMAN & HOFFMAN 
P.O. BOX 896, CARMEL, CA 93921 


800-227-5813 
IN CA 800-227-5814 


ADVANCED TECHNOLOGY 
HOFFMAN & HOFFMAN HAS 
THE BEST PRICES FASTEST DELIVERY 
AND HIGHEST QUALITY TOKENS IN THE NATION 
YOU CAN BUY THE BEST TOKENS FOR LESS! 
CHECK OUR PRICES AND SEE! 


KIDDIE RIDE 
OPERATORS 


a a 


We carry 
a complete line 
of kiddie ndes by: 


x MK ¥ 


UALITY 
ESIGN 


NGINEERING 
a aay 


NC. 


* ¥ ¥ 


REFURBISHING 
OF ALL TYPES 
OF KIDDIE RIDES 


“TRY THIS 
AND YOU WILL MAKE 
BIG $$$$" 


Call or Wnite: 
P.O. Box 295 ® Bus. 54 South 
Eldon, Missouri 65026 
1-314/392-7964 
1-314/392-3374 


Cover story: 


Game Plan 
comes back with pins 


I, May 1977, Wendell McAdams 
and two partners, Lee Goldboss and 
Mike Abrams of AES Company, 
formed Game Plan and began making 
sit-down pinball games. Beginning 
with Foxy Lady, Game Plan sold 
about 12,000 sit-down pins, manufac- 
turing 12 machines a day in 6,500 
square feet of AES Company facilities 
in Elk Grove Village, Ill. 

The company then introduced its 
first upright pinball, Sharpshooter, 
and it was very successful. Videos 
became popular about the same time, 
and Game Plan began licensing such 
video games as Tora Tora, Megattack, 
Killer Comet, Tank Batallion, Kings 
and Balloons, Pot O’ Golf, and Shark 
Attack. 

After the video boom, Game Plan 
turned its efforts to its gambling divi- 
sion and also manufactured coin- 
handling equipment. According to 
McAdams, these ventures kept the 
company alive until pinball made its 
comeback. 

Now that pinballs have come back, 
Game Plan is trying to become the 
number-one pinball manufacturer in 
the country. “Oh, we know it won’t 
happen overnight,’ said McAdams, 
“but at least we can aim for number 
two right now.” 

McAdams notes that there are 
only four U.S. pinball manufacturers: 
Williams, Bally, Game Plan, and 
Premier. With the decline of video, 
and with Game Plan’s expertise, pin- 
ball is where McAdams feels that 
Game Plan needs to be. “When we got 
back into pinball production and 
design with Attilla the Hun, Agents 
777, and Captain Hook, we didn’t feel 
we were making a strong enough 
impression. So we decided to make an 
all-out pitch to become number one by 
employing well known people in the 
industry such as Roger Sharpe, Paul 
Ferris, Joe Kaminkow, Don Caloric, 
Shamus McLofton, and others of that 
caliber to design new pinballs, do 
sounds, and graphics.” 

The effort has produced what 
Game Plan is touting as the new 
generation of pins—Andromeda, 
Cyclopes, and Loch Ness Monster. 


McAdams, having been in the 
industry nearly 40 years, speaks from 
experience when he says that pinball 
always comes back into prominence 
to fill the market void after a big boom 
in some other kind of equipment. “As I 
see it now,” he said, “It’s happening 
right now; pinball is coming back 
because of the decline in video.” 

McAdams also said that though 
the video market is dominated by the 
Japanese, he does not forsee the 
Japanese getting involved in pinball 
because there is no pinball market in 
Japan. “The reason the Japanese 
dominate the video market is because 
the big manufacturers over there are 
also hugh operators, and they are 
designing equipment for their own 
routes. What we get here is spill-over 
from their own needs in Japan. And 
since there is no need for pinball, | 
have no reason to believe they’ll get 
into it,” he said. 

McAdams has seen many phases 
of the industry during his 25 years with 
Chicago Coin, his experience in 
pinball design, his involvement with 
management in the industry, and his 
stint as a route operator. He describes 
his philosophy as more than just opti- 
mistic, but realistic. “I’m not one of 
those who think the industry is going 
to the dogs. I’ve seen many phases in 
this industry and believe it is normal 
now. With video it reached a peak, 
then plunged into a valley, but we’re 
on level ground now.” 

McAdams continued, “It’s impos- 
sible to predict what someone will 
dream up in the future. Over the years 
something always comes along that 
changes the direction of the industry— 
momentarily, at least—and I think 
something is just around the corner. 
I'd love to be the one that finds 
whatever it is.” 

But whatever that new miracle 
creation of someone’s imagination 
might be or its effect on the coin-op 
amusement industy, one thing is evi- 
dent now, pinball has been around for 
more than 50 years, and Wendell 
McAdams and Game Plan intend to 
offer to an eager industry pinballs from 
some of the best designers available. 
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Cheryl Ann Manning Malinda Marie Smith 
D.O.B.: March 10, 1967 D.O.B.: October 22, 1977 
Hair: Light Brown Hair: Brown 

Eyes: Brown Eyes: Brown 

Height: 5'4” Height: average 

Weight: 135 pounds Weight: average 


shoe size: 9, double E Disappeared April 1984 from 


Disappeared October 1977, Denver, Colorado 
from McMinnville, OR 


If you have information about either of these children please 
call: 1-800-235-3535 


ye Distributed by: 


2 Hide and Seek Foundation, INC. 
VeQOeCeAel 
2 leds cal a %. Video Operators Childrens Alert Line 
Volunteers Can Call (503) 294-0746 P.O. BOx 14574 
Outside Oregon 1-800-547-9755 ext. 50 Portiand, OR 97214 
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RDI files bankruptcy 


RDI of Carlsbad, Calif., has closed 
its doors after filing bankruptcy. The 
company was instrumental in bring- 
ing the industry its first laser game, 
Dragon’s Lair, in conjunction with Don 
Bluth Animation and Cinematronics, 
the game’s marketer. Before closing, 
RDI was working on an interactive 
laser-disc home system that was never 
marketed. 

RDI’s major creditor, San Diego 
Credit Wholesalers Association, 
publicly auctioned RDI's inventory of 
Thayer's Quest kits and support parts. 

Scott Edmunds of Great Scott 
Amusements in California bought the 
inventory and said he has factory- 
sealed Thayer's Quest kits that can 
convert Dragon's Lair and Space Ace 
in about an hour. “I know when a com- 
pany goes out of business like this, 
people who bought the games want to 
know where to get parts,” Edmunds 
said, “so I bought the inventory and 
have the kits and parts available. | 
know RDI sold about 500 games.” 

Rick Dyer, RDI’s president, could 
not be reached for comment. e 


Bally announces 
European changes 


Roger Keesee, Bally chief operating 
officer, has announced changes in 
Bally marketing and management in 
Europe effective in November. 

“Our changes in Europe are of an 
organizational and legal character 
and follow a reorganization carried 
out recently in the U.S.,” Keesee said. 
He was referring to the recent com- 
bining of Bally’s Aladdin’s Castle, Bally 
Distributing, and Bally Midway under 
one division called the Coin-Op 
Amusement Division and headed by 
Maurice Ferchen. 

In Europe, all Bally product, includ- 
ing that of Bally Midway and Bally 
Sente, will come under the direct con- 
trol of Einar Askvig, formerly of Bally 


10 


Continental in Antwerp, which ceased 
trading on November 1. Askvig will 
open his own company (under a 
name yet to be decided) in Belgium to 
take over the European business. 

Askvig was quoted in London's 
Coin Slot magazine: “We have 
research departments in California, 
Chicago, and Berlin, in addition to 
offices in Antwerp and London. All this 
combines to produce very high over- 
heads and a somewhat cumbersome 
organization which is not as fast to 
react to sensitive changes in market 
conditions as it should. One of the 
effects of the changes in management 
and marketing in Europe is to smooth 
out these problems.” 


At the recent International Association of Amusement Parks and Attractions 
(IAAPA) show in Atlanta, Bill Cravens, left, Nintendo of America sales 
director, Janice Rudig, and William Donovan, general manager of Jason 


Property Management, play VS. Hogan's Alley at the Bally Distributing 
Corp. exhibit. 


Askvig also said his new company 
would be responsible for appointing 
distributors in every Europen country 
except West Germany, where Bally 
Wulff, a Bally subsidiary, would con- 
tinue to manufacture and distribute 
Bally products. Askvig will become a 
customer of Bally Wulff for Bally pins, 
which are made in the German fac- 
tory. 

Bally Sente research and develop- 
ment will continue in California, but 
product for Europe will be manufac- 
tured by an Italian subcontractor, 
Playtronics of Padova. 

Bally video games will continue to 
be manufactured in Chicago for the 
European market and will be sold 
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AN,000 
Questions 


100’S OF TOPICS 
TO CHOOSE FROM 
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A : 


CHALLENCE'THE’PROFESSOR 


19” UPRIGHTS 
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COUNTERTOP PLUS 
jena) CABARET Bonus 
~ COCKTAIL : 
& KITS Questions 


merit industries inc. 


© Merit Industries Inc. 1985 


TIC TAC TOLL FREE 800-523-2760 -in PA 215-639-4700 


through Askvig. In the past all Bally 
product was manufactured in 
Chicago and shipped to Europe. The 
changes are expected to cut manu- 
facturing costs considerably. 

“The object of this exercise for 
Bally,” said Askvig, “is to increase the 
company’s turnover, but at the same 
time reduce its costs. As far as our Cus- 
tomers are concerned, the effect will 
hardly be noticeable, but the 
improvement in the efficiency of our 
service will be pronounced.” e 


Atari's George 
Opperman dies 


George Opperman, director of 
visual communications for Atari 
Games, died of cancer November 27. 
Services were December 4 at the Lima 
Family Mortuary in Sunnyvale, Calif. 
Opperman is survived by his wife, Pat, 
and children, Kevin and Heather. 

“George’s death was a shock to us 
all,” said Atari’s Mary Fujihara. “He 
worked until the Saturday before he 
died and seemed in good spirits then. 
He knew of his condition, but few knew 
how serious it was.” 

Opperman had been with Atari for 
10 years, but was the style setter for 
Atari's artwork from the beginning. 
said Fujihara, “In the old days when 
Atari first began, George had his own 
advertising agency, and Atari con- 
tracted George for its artwork. He 
finally came on full time about two 
years later. He designed the Atari logo 
and was largely responsible for the 
look and style of Atari. We will miss 
him.” e 


PAMMA warns 
operators to beware 


The Pennsylvania Amusement and 
Music Machine Association (PAMMA) 
has sent a newsletter to operators 
warning them that state officials may 
pass a law making all video gaming 
machines illegal per se throughout 
the state. 

The state liquor-control board in 
Philadelphia is cracking down on 
video-poker machines and trying to 
determine if they are being used for 
illegal gambling. 

Gary DiVito, the board’s general 
counsel, was quoted as saying, “Our 
position is that there will be a crack- 
down. We will look much more closely 
at the machines to see if they are 
gambling devices. If we do see what 


we consider to be gambling 
machines, we are turning that 
information over to the local police 
department.” 

Edward McQuoid, an attorney 
representing tavern owners and 
PAMMA, sought an order blocking the 
crackdown, but a judge took the 
request under advisement without 
acting. 

DiVito said the crackdown has 
been exaggerated and stressed that 
the board is only investigating, not 
seizing machines. McQuoid, however, 
said a press release issued by the 
liquor-control board indicated loca- 
tions could be cited for gambling 
violations if the machines were on the 
premises, even if no gambling was 
observed. McQuoid said the machines, 
though linked to illegal gambling, 
were legalized in a 1984 ruling that 
allows card contests or tournaments in 
liquor-licensed locations, even if cash 
prizes are awarded. 

Opponents of gambling demon- 
strated earlier this year how video 
poker games work, and the Chester 
County district attorney said orga- 
nized crime is profiting from the 
machines. John Milliron, lobbyist for 
about 400 firms that place video 
machines, called the comment “a 
cheap shot.” 

Pennsylvania House Finance Com- 
mittee Chairman Fred Trello, the 
prime sponsor of a bill to legalize 
video poker and have it regulated by 
the state, agreed that many existing 
machines are being used illegally, 
and organized crime is profiting, but 
added that tamper-proof machines 
are available that would allow local 
governments to collect all the profits. 
“It's an alternative to taxes,” Trello 
said. 

PAMMA said the situation is serious 
and advised operators to get involved 
or see their businesses affected. e 


Coins brand withdrawn 


Brown and Williamson Tobacco 
Corp. is withdrawing its Coins ciga- 
rettes from the market. 

Introduced in February as the first 
cigarette brand for sale only in vend- 
ing machines, Coins was priced to sell 
for 25 cents less than regular-priced 
cigarettes in the same vending 
machines. But according to Brown 
and Williamson, Coins did not gain the 
placement needed to support the 
brand. 

Irv Otte, Brown and Williamson 
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The Operator’s Investment 
Analysis Computer System 


e DON’T Play Games ‘*mnov'™ N 
“With YOuR- "_-— 


3 . EASIER RECORD | 


‘Amusement Business! a KEEPING © 


CUSTOM DESIGNED FOR THE  . ROUTE COLLECTION REPORTS ITEMIZE 
| [USEMENT OPERATOR ~~. EVERY MACHINE | 
Computer programs are special technical Never hand write another collection report! . 
instructions that “tell” a computer exactly what _ Since the computer knows what machinesarein | Wh 
oO do. The OPERATOR'S INVESTMENT ___ which locations it can easily provide a printed An 
y LYSIS S‘ collection report form. 
he The computer provides 2 list of each machine © 
number and name at each location. Itdevelopsa _ 
i form on standard 814"x 11” paper and provides __ 
columns for meter readings - and collected i 
revenues. If you want, print this form on two part — 
- paper so a eoey can De left at ‘the location. 


. CUMULATIVE REPORTS ON 
_ PREVIOUS COLLECTIONS | . 
- You need to be able to compare previous — . 
collections for all machines. The Forecaster 
Program provides exactly that. It prints a report — 
itemizing the revenue collected on each niachine _ 
by location for the past 3 to 5 collections It 
provides” cumulative revenue over that time  — 


Pree delete it from the file, if 
usnally a monthly mama) machine ad d it to the e file. ee 


collections can “ oe in any ord 
time! If ~ movea machine ¢ from one I 


; EASILY VERIFY METER 
| _READINGS AND REVENUES | fal 
I | the system isthe easytouseCoin com 
onciliation Program. This program | - 
om records on all your machine meter _—_—*F' 
| readings. After each collection you simply post 
the collected revenue (or tokens) and the new a 
meter readings. Youcanthenprintreportsforall _ printout ) 
machines, or machines off by any specified __ DEMONSTRATION © 
amount. Evenfreetokensaretakenintoaccount. | TRS-80 computers! — 7 - | 


SORT ROUTINE. 
NUMBER NAME TYPE LOC. REVENUE. 
4 CENTIPEDE VID LOC2 $98.75 
5 FROGGER VID LOC2 $_ 88.25 
6 JOUST VID LOC2 § 287.00 
7 JUNGLE HUNT VID LOC2 $ 222.00 
§ BURGER TIME VID LOC2 $ 123.00 $ 
3 9 DONKEY KONG VID LOC2 $ 132.00 
nimum | Revenue -- 10 MS PAC MAN VID Loc2 $ 175.00 
— Maximum Net Profit _ 11 Turso VID Loc2 $ 125.75 
. By Minimum Net Profit | Bs GALAGA tos poe a ae | 
: | STAR CASTLE VID LOC ae. 
By Location Type - $1412.50 $ 634.03 


% 
- 
a 


- § 2500.00 

2.19 $ 2600.00 164. 

79 $2500.00 = 47. 
$§ 1800.00 
25 $ 2100.00 
95 $ 2000.00 
$ 1500.00 

/ $ 500.00 

18700. UO 126.168 7. 
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_ The basic financial! reports appear as shown ¢ on _ TOTAL NUMBER OF MACHINES IN SORT 10 
this page. ___ AVERAGE REVENUE PER’ Da $ 201, 786 
oo _ AVERAGE PROFIT PER DAY sou $ 64.6369 
COMPLETE MACHINE HISTORY Se | 
_ Complete history of machine performance is gpem am eeee me me op om om oe ome oe ce oe om es oe oe On ee ee ee ee - 
available on any machine you wish.Simplyenter __ 
the machine number you wish to review into the 
__ Machine History Program. It will access and — 
print full disclosureon where the machine has 
3 6=—soe en, its revenues, profits, book value, and ROI 
for each collection as well as the service cost, 

- percent split (if any) and the machine's 
depreciation sthedule. 
Then, if you wish, the computer will provide 
graphic plotting on your standard printer! 


Name: 
Address: 
City, State, Zip: 


INNOVATIVE MANAGEMENT CONSULTANTS 
611 LaRue, San Marcos Texas 78666 | 


512/396-3330 


Now one low 
price for any size 
tokens up to 1”. 


per thousand in quantities 
of 10,000 or more. 


Roger Williams Mint, who for 
over 5 decades has set the 
quality standard in precision 
minting, now offers the low 
price quality standard that can’t 
be beat. No middle-man . . . you 
buy direct. We are the largest 
manufacturer of tokens in the 
country. 


Stock Tokens—Same Day 
Shipment 

Custom Tokens—3-4 
Weeks, Even Less 

Design Service—AT NO COST 


CALL 
TOLL-FREE 

-800-225-2734"* 
3 for information or 
a 2 place an pick 


\ 


Mint” 


Northwest Industrial Park 
79 Walton Street. Attleboro, MA 02703 
*In Mass. Call (617) 226-3310 


14 


director of vending, said, “Although 
the majority of vending machines cur- 
rently in use have dual price-setting 
capability, vending operators were 
less responsive than we had hoped in 
making the necessary adjustments to 
sell Coins.” © 


Bernie Powers 


Powers leaves Sente 


Bernard M. “Bernie” Powers has left 
Bally Sente to accept a position with 
Scientific Games. Both companies are 
subsidiaries of Bally Manufacturing. 

Powers has been with Bally more 
than 10 years holding positions in 
various divisions. He was a Bally field 
representative, Aladdin's Castle’s 
director of marketing, a corporate- 
staff member of Bally Midway, and 
most recently Bally Sente’s director of 
sales and marketing. e 


NAMA produces 
promotional movie 


“More Than Meets the Eye,” a pro- 
motional movie produced by the 
National Automatic Merchandising 
Association, explains the role of vend- 
ing and food-service companies in 
providing beverages, snacks, sand- 
wiches, and complete meals. 

Filmed in Chicago, the movie 
shows how vending companies and 
contracting firms work, taking viewers 
behind the scenes to vending-com- 
pany offices, kitchens, and ware- 
houses. 


Audiences for the movie include 
civic groups, legislators, students, and 
the general public, according to 
Walter W. Reed, NAMA public rela- 
tions director. ‘More Than Meets the 
Eye” is available to NAMA members 
as a videocassette (VHS or Beta) for 
S50 and as a 16mm film for $150. Prices 
for others are $75 and $200. e 


Paglia new Montgomery 
Vending president 


Gus Paglia has been named presi- 
dent of Montgomery Vending Com- 
pany of Rhode Island. Paglia formerly 
was sdles manager of the company 
and has six years’ experience in 
sales and marketing. 

All business, including advertising, 
will be conducted from his office at 
1441 Park Ave., Cranston, RI 02920. e 


Bally Sente joins 
VOCAL program 


Bally Sente has joined the Video 
Operators Childrens Alert Line 
(VOCAL) by displaying digital photo- 
graphs of missing children in the 
attract mode of its latest games. “Since 
Our primary market is kids,” explained 
Bob Lundquist, Bally Sente president, 
“this program is especially deserving 
of our support.” 

A Bally Sente graphic artist, Bil 
Maher, stumbled upon the fact that he 
could digitize a photograph onto a 
video screen when he displayed a 
picture of a friend. He suggested using 
the method to display photos of 
missing children, Lundquist explained, 
and the idea took off from there. 

Lundquist said Sente had been 
impressed with VOCAL’s efforts and 
the support generated by operators, 
so the decision to join forces with 
VOCAL was easy. “We're just tagging 
on to this operator program,” said 
Lundquist. ‘Nearly every state associ- 
ation has joined VOCAL, and it is a 
worthy cause for everyone in this 
industry.” 

Lundquist added that Sente will 
share with any manufacturer the tech- 
nology used in the Sente games to 
reproduce the posters. “We'd be 
delighted if every manufacturer 
decided to include these pictures of 
missing children in their own games.” 

Ssente also will include posters of 
missing children in each shipment of 
its Sac-Pac. “This is just another way we 
feel we can help find a missing child,” 
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Lundquist said. 

Lundquist pointed out a problem 
with children’s pictures appearing on 
milk cartons and other mediums. “l 
had heard that there was a potential 
libel situation for invasion of privacy if 
a company displayed pictures of 
children involved in custody battles. 
However, I found out that VOCAL does 
not use pictures of children in custody 
cases, only children kidnapped by 
strangers. It’s an important considera- 
tion.” 

Sente’s new Mini Golf displayed 
pictures of Tahj Allen Merriman and 
Stephen Phillip Curtis. Lundquist 
learned from a reporter that Tah) was 
located thanks to someone in one of 
the Bally’s Aladdin's Castles. 

Lundquist said the company is 
working on a technique to have 
“located” written across the picture in 
such cases by means of an option 
switch. “System games lend them- 
selves perfectly for this program since 
we can change the photos for each 
game,” he said. “It may be a little 
more difficult for dedicated, but since 
some children are missing for years, it 
may not be a problem.” 

VOCAL was started in 1983 by 
Oregon and southwestern Washing- 
ton operators and has expanded to 
national proportions. More than 1,200 
operators now post pictures and pro- 
vide easily visable emergency infor- 
mation to youngsters. 

Lundquist praised VOCAL volun- 
teers and encouraged all parts of the 
industry to support the program. ‘lt 
isn't difficult for corporations to lend 
some financial support. Bally has been 
very supportive of all efforts Sente has 
initiated toward VOCAL. I'd certainly 
like to see others lend their financial 
support. It has been very rewarding 
for us.” ® 


Bueschel publishes 
“Slots 4” 


Richard Bueschel has published 
the fourth in a series of books on anti- 
que slot machines. Titled “Slots 4,” the 
volume includes illustrations and brief 
histories of 100 slot machines and a 
guide to collecting slot-machine 
paper, catalogs, and advertising. 

“Slots 4” covers the years 1892 to 
1970 and features slots as well as rou- 
lette and poker machines. Bueschel is 
an industrial advertising executive 
and historical editor of The Coin Slot, 
the Illustrated quarterly periodical for 
antique-coin-machine enthusiasts. 
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Bally Midwest holds show 


Bally Midwest, Chicago, held a spotlight show in mid-October 
highlighting Ghosts ‘N Goblins and Dynamo pool tables. 
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Dynamo’s Mark Struhs (right), operators Ed Velasquez and John Poulus, Digital's 
Tom Siemieniec, and operator Kem Thom look over a Dynamo pool table. 
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Tom Siemieniec (left) of Digital Controls and Bally Midwest manager John Margold. 


Dont miss 
ACME ‘86 
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WHAC-A-MOLE 


Everyone loves 
Whac-A-Mole! 


Customers love to play , 
and you'll love the way 
it pays. Call us and 
let us tell you more. 


Bob’s Space Racers, Inc. 
427 15th Street 
Daytona Beach, Florida 32017 

Telephone: 904-677-0761 


Manufactured in the U.S.A. 
Makers of amusement games since 1970 


PUT ON YOUR 
THINKING CAP! 
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ADVERTISE 
IN PLAY METER 


THE THINKING MAN 
DOES! 


504/488-7003 


SPECIAL NOTICE 
purchase your used equipment from 


NEW ORLEANS NOVELTY CO. 


In business for 50 years! 
International reputation for selling the 
finest used videos, flippers, & amusement 
games available anywhere. 


EACH & EVERY GAME BEAUTIFULLY 
REFINISHED LIKE NEW BY EXPERTS 
All games authentic legal factory models 
GET ON OUR MAILING LIST FOR OUR 
LATEST PRICE BULLETINS OR CALL 
Rose, Eddie, or Jean for latest prices 
3030 No. Arnoult Road 
Metairie, LA 70002 * 504 888-3500 
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“Slots 4’. can be ordered from Coin 
Slot Books, P.O. Box 5612, Wheatridge, 
CO 80034, for $17.70 postpaid. ® 


Atlas Distributing 
adds staff members 


Atlas Distributing, Inc., of Chicago 
has added Alan Zeidman, Jim LaRoux, 
and Keng Lee to its staff. 

Zeidman has joined Atlas as sales 
representative for the Chicago area. 
He had been with Bally Midwest for 13 
years. 

LaRoux has been named sales 
representative for western Michigan, 
a territory he has covered for five 
years. LeRoux also has experience 
with Bally Midwest. 

Lee has joined Atlas as lead tech- 
nician following seven years asa Bally 
Midwest video technician. 

Atlas, currently serving northern 
Illinois, western Michigan, and north- 
west Indiana, will open a new office in 
Grand Rapids, Mich., by year’s end. e 


Nomac sponsors 
$20,000 dart tourney 


Approximately 300 dart shooters 
participated in the Nomac, Ltd. 
920,000 Four State Championship in 
November at the Ramada Hotel 
O'Hare in Chicago. Players from Min- 
nesota, Wisconsin, Illinois, and 
Indiana competed on 38 new Pub 
Time games. 
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Lane Helgeson and Rick Brinkman 
of St. Paul, Minn., won the men’s 
doubles; Mary Arendt and Sheila Bins 
of Green Bay, Wis., won the women’s 
doubles; Mike Brawner of Green Bay 
won open singles; and Frank and 
Mary Lopez of Chicago captured the 
mixed doubles title. 

Qualifying programs leading to 
the playoff were required before 
reaching the tournament. The pro- 
grams are designed to increase traffic 
and revenue in operator locations. 
Qualifying kits, available from 
Nomac, contain posters, certificates, 
and other materials needed to run 
local promotions. 

Nomac president Bill McClure said, 
“Anytime someone sponsors a tourna- 
ment giving away $20,000, there is 
going to be a lot of excitement gener- 
ated among the players of that sport, 
and that excitement will eventually 
translate into increased play—and 
revenue—for the operator. The goal of 
our kit programs is to let the operator 
capitalize on that excitement by 
bringing it directly into his own loca- 
tions for weeks before the big tourna- 
ment takes place.” 

Nomac will offer similar qualifying 
kit progarms to operators of any 
brand of soft-tip dart games for the 
upcoming Pub Time Darts $50,000 
National Championships, scheduled 
for May or June. 

For more information, write 
Nomac, Ltd., 901 Armstrong St., Algon- 
quin, Ill. 60102, or call toll free (800) 
323-0449, e 
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Lane Helgeson of St. Paul Minn., lines up a shot in the Nomac, Ltd., $20,000 Four State 
Championships held recently in Ch icago. Helgeson and Rick Brinkman, also of St Paul 


won the men’s doubles title 
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‘Yuppie puppies’ 
represent growing market 
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Imagine the frustration. You are seven 
years old with coins in hand. Electronic sounds 
and graphics draw you to video games beyond 
your understanding. After reading the brief 
instructions, you deposit a quarter and start to 
play. All too quickly the game is over. Your lack 
of skill has ended your enjoyment and 
dampened your enthusiasm. 
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Cry TUT 


By Bonnie Theard 
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Where does a child turn who is too old for 
kiddie rides and yet not ready for sophisticated 
videos, sit-downs, or pinballs? 1985 releases 
from the U.S. Census Bureau indicate this age 
group will be the core of tomorrow’s player 
market. Since 1980 the five-to-17-year old 
market has decreased three percent, the 18-to- 
24 market has decreased five percent, and the 
25-to-44 market has increased 14 percent. 
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Child’s Play is a new entertainment concept by Magic Electronics. The series of games, 
Sailor Sam, Jumbo Pilot, and Race Ace are child-sized, with colorful background 
scenery. A badge is dispensed with each play. 


Clearly, the industry’s core-market 
player has grown up. Their loss has 
contributed to the decline of amuse- 
ment business in the past few years. 

For a solution, the industry might 
look to the next generation, the baby- 
boomers’ baby boom that began in 
1978 and accounts for the largest 
under-five population in the U.S. since 
1968. Earlier this year the Kiplinger 
Washington Letter projected a 32- 
percent increase between 1988 and 
1993 in children aged five to 10. That 
would result in a significant increase in 
the number of children playing games. 
Their interest in leisure-time enter- 
tainment can be captured by the 
industry. 

Bernie Powers of Bally Manufac- 
turing’s scientific games division, and 
former director of marketing and sales 
for Bally Sente, has recognized the 
importance of the children’s market 
and the need to tailor amusements for 
that market. 

“Basically,” Powers said, “most 
games are shoot-’em-up-type games 
which require concentration and a 
high level of hand-to-eye coordina- 
tion—performance relates to a score. 
A young child attempting to play most 
video games competes against another 
core market with those skills—the 15- 
and 16-year-old players. The younger 
child can’t master the game for more 
than a minute. That child puts the 
same value into a game, but doesn’t 
get the satisfaction derived by a teen.” 
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According to Powers, a child 
growing up today, by watching televi- 
sion, has been trained for entertain- 
ment. Upon entering school a child 
even may be disappointed to find that 
learning is not presented as entertain- 
ment. “People expect more from lei- 
sure entertainment,” he said, “includ- 
ing children. Today children are more 
astute, have more leisure time, and 
have more disposable income.” 


Player base 

“As a game manufacturer you 
have to recognize your strong base of 
players,” he said, “and the base today 
is slowly moving up. There will be an 
increase in the grade-school level 
through 1992, when our country will 
experience the largest grade-school 
enrollment in its history. 

“After World War II there was a 
surge of school construction to 
accommodate the baby boom. Now, 
in the past few years, schools have 


Bally Sente reaches for universal appeal with games suchas Gimme A Break, the object 
of which is understood readily by men, women, and children. 
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been closing. Baby-boom children 
waited longer to get married and have 
children. Soon, there will be a second 
baby-boom generation—yuppie pup- 
pies—coming along and going to 
school. The industry has to build 
games adaptable to this large player 
base. In the same vein, the industry 
must go after the children’s parents, 
who are now accustomed to playing 
video games.” 

Bally Sente has sought to develop 
games with universal appeal. One 
example is Gimme a Break, a pool 
game operating on a track ball for 
player control. A six-year-old easily 
can recognize the object of the game, 
and it appeals to men and women, 
boys and girls. Miniature golf, a game 
traditionally played by families, has 
become a Sente video game, Mini 
Golf. It is a game for one to four 
players that is familiar to children and 
adults. 


MarteCarlo, is a combined vending-race 
game for children from Taito America. 


“Games with universal appeal cut 
across all marketing demographics,” 
Powers said, “and these games are 
capturing a market lost to video 
games—women. [Such games] can go 
in any location, are easily understood, 
and give value for a quarter. If you can 
attract the baby boomers and their 
offspring—adults between thirty and 
forty and children under six—then the 
middle age level also will come along. 
A good game-design philosophy helps 
make a successful company.” 

In addition to universal games are 
three categories of coin-operated 
amusements that attract in-between- 
age children: child-size sit-downs and 
videos, novelty games, and merchan- 
disers. 
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Taito America’s Super Speed Race,Jr. 


Child-size games 

“It’s not a simple task to get inside 
the mind of a sub-ten-year-old,” said 
Paul Moriarity, president of Taito 
America Corp., which introduced the 
new sit-down driving game Super 
Speed Race dr. (Taito Jr.) “At Taito 
we've taken the basic driving game, 
making the cabinet two-thirds the size 
of the average cockpit game, removed 
the shift lever, and in its place put four 
buttons for young players to choose a 
difficulty level. Even the most difficult 
course is not too difficult. It combines 
driver education and entertainment. 

“All the child has to control is the 
steering wheel and gas pedal. When 
the child takes his foot off the gas 
pedal, the game slows more quickly 
than a normal driving game and stops 
if not pressed at all. The course is 
simple; the object cars are not moving 
fast or in an aggressive manner. It is 
reasonably easy for children—even 
four- and five-year-olds have good 
control of the game.” 


Taito Jr. is time-controlled. The 
child tries to reach a goal in a certain 
time. If the child drives well during the 
game, he goes through three phases, 
with three stopping points, where safe 
driving skills reward him with extra 
points. 

“We’re looking into what other 
games we have in our stable which 
may be adaptable or made more 
suitable for younger players,” Moriarity 
said. “For that age group it has to be 
easily understood and mastered. In 
the driving game it’s simple to know 
what to do.” 

Taito also introduced a combined 
vending-race game called MonteCarlo. 
It operates as a vending machine first, 
with a child receiving a gumball, then 
gives two chances to run a marble 
through a race-track maze and win a 
marble. 

Magic Electronics, Inc., has scaled 
down the normal video-game cabinet 
and created a new entertainment con- 
cept for in-between-age children. 
Known as Childs Play, it includes 
three games: Jumbo Pilot, Race Ace, 
and Sailor Sam. Each cabinet is sur- 
rounded by a colorful scenery board 
designed to attract the young. A child 
uses the appropriate theme wheel to 
sail, fly, or drive through the game. A 
badge is dispensed with each play. 

Childs Play games can be located 
in supermarkets, shopping malls, 
children’s stores, clinics, camping 
grounds, and anywhere else children 
between the ages of four and 10 are 
found. 


Pattie Cakes, left, and Bully Buster are among the Bob’s Space Racers products that 
feature child-height cabinets, music, and dexterity levels. Children age four or five and 
up are drawn to these easily understood and played games. 
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Novelty games 


“We offer fun, active, physical 
games not confined to any particular 
age group,” Bob Callender, marketing 
director for Bob’s Space Racers of 
Florida, said. “At shows we find chil- 
dren and adults enjoying the games. 
They are simple to understand and 
attract all ages, [including children] as 
young as three or four. Whac-A-Mole, 
our first arcade game, was introduced 
in 1974. It has sustaining power— 
interest continues to grow, and the 
sales appeal is still there. 


“In Bully Buster, patterned after 
Whac-A-Mole, the cabinet height, 
weight of the hammers, and music are 
geared to the younger child. Both 
Whac-A-Mole and Bully Buster are 
found in all types of locations, from 
large arcade chains to family pizza 
restaurants.” 


For the in-between-age child, 
Bob’s Space Racers also offers Pattie 
Cakes and Hot Spot!, both of which 
require the kind of dexterity needed to 
play the Simon game. “Pattie Cakes 
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appeals to five-to-eight-year-olds and 
has a progressive difficulty level,” 
Callender said. “As the score increases, 
the faster the game progresses, but if 
the score is low and the child does not 
find success, game speed is slower. 

“Our hottest game now is Bowler 
Roller. Anyone age six or seven and 
up can play. The object is to get the 
bowling ball over the bump. It’s a game 
of skill that doesn’t require strength. 
We see a lot of families playing, and 
everyone approaches it the same way. 
We expect Bowler Roller to be 
another game like Whac-A-Mole, 
going on for years.” 

Children and parents together also 
can play Can Alley, a recent addition 
to Bob’s Space Racers. In this game, 
alley cats peek out of trash cans as lids 
quickly open and close. Players grab 
balls from a bin and toss as many as 
possible into the cans as they pop 
open. Speed Shifter, which features 
real Hurst shifters and is available in 
four or six units, works well with 
young people becoming interested in 
driving. 


Betson’s Big Choice crane is available in one- to six-player models. Merchandisers 
attract children and adults and make game rooms family places. 
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“The way our games are set up in 
arcades,” Callender explained, “every- 
one can be a winner. Players can com: 
pete against their own best score, the 
high score of the day, or can play for 
tickets, free plays, or prizes, depend- 
ing on how the arcade is operated. 
Our games are challenging in many 
ways.” 


Merchandisers 

Art Warner, vice president and 
general manager of Betson Enter- 
prises, said that when Betson entered 
the merchandiser market two years 
ago, the company didn’t realize how 
successful merchandisers would be. 

“People liked what we had to 
show, but were skeptical. They were 
concerned about how families would 
accept merchandisers,” Warner said. 
“But operators found that by adding a 
merchandiser to their game room, 
bowling alley, or convenience store 
location, the income of videos 
increased 10 to 20 percent. The new 
machine was all plus money. It didn’t 
detract in any way from other equip- 
ment. In fact, it attracted new busi- 
ness. 


“If you theme merchandisers,” he 
added, “with little Santas for Christ- 
mas or hearts during Valentine’s, for 
example, they keep earning. There is 
no obsolescence factor with a mer- 
chandiser. It’s just a different form of 
selling or retailing. It’s as fresh as the 
merchandise that’s in there.” 

Betson recently has introduced 
two items. One is Skil-O-Bingo, a coin- 
operated bingo that pays a token and 
is recommended for children five and 
older. “Kids love to play something 
and be rewarded,” Warner said. “The 
best way for anyone to feel they are 
doing well is to be rewarded. Players 
may accumulate tokens or tickets for 
immediate redemption at the arcade, 
or may save them up for alarger prize. 
These kinds of games make a game 
room a family place.” Betson’s second 
new item is Fantasy Island, a mer- 
chandiser that lets you use your imagai- 
nation to win a prize of your dreams. 

“Our claim to fame is the Big 
Circus Crane,” said Warner, “which is 
now available in a one-, two-, three-, or 
six-player model. Most of our equip- 
ment is located in large-chain game 
rooms, major theme parks, arcades, 
and family restaurants. Theme parks 
around the country have recognized 
the value of this equipment and have 
found it appealing to both young and 
old. Everyone tries to win something. 
It’s really not just one market.” 
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... LHE VIDEO GAME" 


A nother high earning fun game for the 

STATUS SYSTEM™. HANGMAN features col- 
orful, entertaining graphics that will appeal to all 
types of locations and players. Use your skill or 
just test your luck on the magic wheel. Many dif- 
ferent strategy options and operator adjustable 
options (including an advertising feature) help 
make HANGMAN another top earning video game 
from STATUS. 


CBRAAAAAN 


H ANGMAN is available as a low priced, 
quick-change update for the STATUS 
SYSTEM as well as a universal kit for any horizon- 
tal, vertical or cocktail qame on the street. All uni- 
versal kits include buttons, complete colorful 
graphics, PC boards and much more. As always, 
HANGMAN can also be purchased in our own 
durable, metal countertop as well as a dedicated 
upright or cocktail. 


S TATUS has done it before... . 
join the STATUS SYSTEM™ and 


enjoy another top earning, indus- 
try first....HANQGMAN.... 
THE VIDEO GAME™. 


4 
56 Budney Rd., Newington, CT 06111 (203) 666-1960 GAME CORP 
2901 So. Highland Drive, Las Vegas, NV 89109 (702) 731-4940 


Telex: 643318 
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Game-vender Skil-O-Bingo from Betson 


Movie Hut’s Fun Chicken! merchandiser 
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Jim Parrett, owner of J & MEnter- 
prises, Ltd., Waterloo, Iowa, has been 
operating merchandisers for two 
years. He has 37 Fun Chicken and 
Freddie Flintstone coin-operated 
prize-vending machines at locations in 
discount stores, groceries, and family 
pizza restaurants. 

These merchandisers require only 
four square feet of space and feature 
visual animation and electronic sound 
effects that appeal to youngsters. The 
Freddie Flinstone machine can be 
programmed to say different things. 


“It’s very important to have a good 
location within the store because the 
closer you have your machine to the 
exit the better, since you will get more 
activity,” said Parrett. “The machine 
must be visible to a child in the store, 
especially as they are coming out. 

“It’s not uncommon for a mother 
to promise astop at the Fun Chicken if 
a child is well-behaved in a store. And 
it works! A child always receives a 
prize, and the machines still appeal to 
the 10- or 11-year-old.” 

Gun games also attract young 
players, and J.F. Frantz Manufac- 
turing features a line of gun games as 
well as the new Big Top, a combined 
game and gumball vender. 

“All games give you a reward, but 
it’s the reward of playing well or 
improving with play,” said Bud 
Johnston, J.F. Frantz president. 
“Each time it’s rewarding, but venders 
provide a tangible reward. It’s one 
direction the industry can take to 
appeal to younger-age children— 
offering games that are simple to play, 
with an easy-to-understand mecha- 
nism, providing game and reward. 

“The basic gun-game concept we 
manufacture has been on the market 
since the 1920s, giving a slow, steady 
return on investment. The introduc- 
tion of Big Top has added new magic. 
More important to our destiny, the Big 
Top has taken us out of the slow, 
steady growth pattern and doubled 
and tripled return. A typical gun game 
takes in $35 per week; reports on the 
Big Top are in the $80 to $120 range. 
It’s brought us into the excitement ofa 
game that is a profitable item.” 

According to Johnston, important 
points for operators are location split 
and life on location. The standard split 
is 30 percent for the location instead of 
50 percent, with the justification being 
product cost. “It’s one way to improve 
the operator share of gross revenues,” 
noted Johnston. “Our novelty games 
typically stay on location two to five 
years, where trendy games require 


Big Top, by J.F. Frantz Manufacturing 


movement more quickly. Rather than 
rotate equipment, operators can get a 
fresh new look every few months by 
rotating the item dispensed: gum, 
candy, toys, or capsules with prizes. 

“Operators have been more cau- 
tious with their purchases in the past 
two years. We offer low-priced, con- 
sistent return, and longer stay on 
location. We certainly fit the concept 
of tried and tested. Our original game 
has an average playing time of ten 
seconds for a dime. A child still has a 
good value perception for what he has 
spent his money on. And our games 
are recognized and appreciated by 
adults. Fathers often try our gun 
games along with the children. We 
maintain parts for all games, back to 
the inception of the first gun game. 
Our very best locations have been: in 
tourist or high-turnover areas, gro- 
ceries, convenience stores, family 
restaurant groups, theme parks, and 
recreational sites.” 

Frustrated youngsters who can’t 
master adult-theme amusement games 
can understand and enjoy novelty 
games, merchandisers, and child-size 
games. The large number of children 
entering the in-between-age market as 
this decade draws to aclose will be the 
industry’s next core market. Appeal- 
ing to the children now could ensure 
the industry’s health in the next 
decade. % 
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THE 
SYSTEM 


SIATU 


GAME CORPORATION @ 


YZ TRIV-QUIZ | -] FUN CASINO 
TRIV-QUIZ II (A CASINO STRIP | 
TRIV-QUIZ III CASINO STRIP II 
A TRIV-QUIZ IV 7] CASINO STRIP III 
SPECIAL EDITION TRIV | CASINO STRIP IV 
SPORTS TRIV V7 CASINO STRIP V 
SEX TRIV 7] CASINO STRIP VI 
[V] HANGMAN | IY] CASINO STRIP VII 


IY] BABY BOOM CHALLENGE 


aa WITH THE 


PROGRAM! 


96 Budney Rd., Newington, CT 06111 (203) 666-1960 
2901 So. Highland, 15-D, Las Vegas, Nevada 89109 
(703) 731-4940 Telex: 643318 


COINMAN INTERVIEW 


Dick Hawkins of D&R Star in Rochester, Minn., 
began his career in the coin-op industry when he bought 
seven machines in 1963. His company grew, and his 
brother joined him in 1965. There are now three D&R 
Star offices in Minnesota. Hawkins says his quest for 
new ways to promote his business led him to pool 
leagues 11 years ago. Now more than 5,000 players 
participate in his pool-league program, which is the 
largest in the country. Hawkins recently began a dart- 
league program that already has 150 dart games on 
location and more than 100 teams. 

Hawkins is chairman of a committee recently 
created by AMOA to establish a dart-league program 
for operators. According to Hawkins, this is the first time 
AMOA has ventured outside of its two functions, legisla- 
tive work and sponsoring a trade show. “This makes us 
a third entity,” he said. “AMOA is now a marketing 
association. We’re starting with darts, but who’s to say 
that down the road other products will come along that 
we will want to promote, so we'll spin into that for the 
benefit of our members.” 


Could you explain the plan for this new 
committee? 

“The pool and dart programs are really the same 
type of program. Pool is nothing more than an organized 
marketing technique for the operator to promote his 
product, pool tables. What we are doing, simply put, is 
we have pool tables we place in taverns, and we need to 
promote them to earn additional revenue. About 95 

ny * percent of the operators in this country place their pool 

D 1C k H awkin S tables or dart games ina location and hope that someone 
comes by and puts some money in them. At the end of 
the week the operator stops by and takes out the money \ 
and divides it with the location. It’s a hit or miss deal. ; 

“But the pool-league program, and now the AMOA 
dart program, is to increase revenue in pool tables and 
dart games. On any league-night program the operator 
knows a certain number of people will be in that location 
playing his games.” 


Since AMOA has not been involved in other pro- 
grams like this, why is it endorsing this one? 

“It was a void that someone on the board saw, and 
we agreed it needed to be filled. We’re not here to pro- 
mote any particular brand of product, but only the 
game.” 


By Valerie Cognevich How will the program work? 
GORUCRGGHUUEQOGRROERGGRGRGGEUGRRGRRRRGGROGHORRGREREORGGRGGUGQRDORGGREOROCRGGRGQUQQGOUGRQORDQRCGERORDOREQGQRQGHOGGHROGRQGHOGGAQORDODUQGHOQRGGOGGUCGHOGEQGOROGRGGRGGHOGERDORCUGUGGDQQHCGQRQQHOCQUGQNDOUROGHOGHOGQOGGRQGQRQGHOQQROGQRQQQUQQRRQQR000 
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@ They put a game on the street and do 
nothing. This industry is asleep when it 


comes to promoting product. ® 


“To start with, we were just given the go ahead at 
the AMOA show, so all our plans aren’t finalized. 
However, we have set a date—May 2-4, 1986, at the 
Ramada Inn, Chicago—for the first national AMOA dart 
tournament. We will use the tournament as a pivot point 
to spin us into the rest of the program, which will be 
actively pushing this program to operators. We will be 
marketing, to those who choose to participate, guidelines 
and the know-how to go out and establish their own 
league programs.” 


How do you plan to feed the first tournament? 
“It won't be a big tournament, but we are planning 
for about 128 teams. For this first one, the teams will 
come from those areas where league play is going on. We 
will go to those operators and ask them to commit X 
number of teams for this first tournament. Also for the 
first tournament we will depend a lot on the honesty of 
the operator when we start rating players, because we 
won't yet have a perfect system of rating players.” 


Will teams be included from the areas where the 
dart manufacturers have programs? 

“The manufacturers have tournament programs. | 
call them kit programs. Every time you want to get 
involved in a tournament you have to organize it from 
scratch and purchase a tournament package or kit. 
These are not ongoing league programs. If there had 
been aleague program, AMOA would not have taken the 
initiative of doing it.” 


What’s the difference between a leaque program 
and a tournament? 

“That is definitely something we should clear up. A 
tournament is basically for the benefit of the player only. 
It falls on a certain set of days. The player comes into the 
tournament and shoots for a prize fund, and when it’s 
over you have winners. The benefit for the operator is 
minimal. Usually the tournament costs money to put on. 
It’s a promotion. The operator doesn’t put anything in his 
cashbox on an ongoing basis. 

“However, the league concept is just the opposite. 
Players come in on a given night for a period of weeks. 
We like to see it run about 25 weeks. So players come in 
and put money into the machine on other nights as they 
practice for league night. It is similar to a bowling league, 
which about everyone is familiar with. Players come in 
week after week after week. There is an opportunity to 
make money. You don’t have to reorganize a 
tournament every time.” 
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But this league program ends with a tournament? 

“Yes, but it’s frosting on the cake. You let the 
players play for the grand championship, but you must 
have that league going on week after week. That’s also 
where my customer, the tavern owner, can make 
money. When people come in to play, not only do they 
put money in the equipment, but they also buy his beer 
and his hamburgers. That’s why he’s in business.” 


In the pool-leaque program, locations can’t join if 
they own their own tables. Has this been an advan- 
tage for you? 

“Without a doubt. There are very few location- 
owned tables in this part of the country. If you look at a 
map, in the upper midwest, where the league concept 
has taken off, the tables are owned by the operator.” 


Why is it that the pool-leaque concept is so strong 
in that part of the country and not in others? 
“Because we have been working on it for 11 years. 
I’m not going to say we can take 100-percent credit, but 
anyone up here will tell you I’ve been talking about 
leagues for the past 11 years. And what has happened is 
that once we started developing leagues, others had to 
develop the program because our customers want that 
particular concept. There is a market for it, ademand. All 
we have done is offer it so the location can make more 
money. And that is what we are in business to do— 
market our products whether it be video, pool, dart, or 
pinball. We know there’s a market for darts and pool. If 
there wasn’t a market, our customers wouldn’t take it.” 


You can look back and see how successful you 
have been in the pool-leaque program. Why do you 
feel dart-leaque programs will be successful? 

“Because it has already been proven. In areas of the 
country where darts are being played, the operator and 
location owner are happy with the game. But the only 
reason they are happy with it is because they developeda 
league program and put it to work. Places where we hear 
nothing about darts, and there are more of those places, 
they don’t have a program. They put a game on the street 
and do nothing. That’s the problem with the typical 
operator, he puts his product on the street and that’s the 
last thing he does with it. This industry is asleep when it 
comes to promoting product.” 


I've heard comments that the only way to make 
money on electronic dart games is to put them out 


TE 
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Pool Table 
Cloth 


Mali #824 - Plain, #924 - backed 


Stevens #10455 - Plain, #10475 - backed 


Order Dept. Toll-free — 800-223-6468 
New York — 212-475-4960 


The Henry W.T. Mali & Co., Inc. 
257 Park Ave. South - New York, N.Y. 10010 


N.Y.: (212) 475-4960 
TWX: 710-581-5522 


THE TICKET DISPENSER 
—WITH EXPERIENCE 
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DELTRONIC LABS DL-1275 Ticket Dispenser is now 
available in kits—for quick and easy installation on existing 
video, pinball and novelty games. 

For more than 7 years, top amusement manufacturers 
have relied on DELTRONICS LABS for quality ticket dis- 
spensers, backed by prompt and efficient service. 

Now this time-tested dispenser is incorporated in kits for 
the same dependable performance on your present games. 

You can renew player interest with tickets for awards and 
bonuses—and keep them playing again and again and again! 


DELTRONIC LABS, INC. 


Eight & Maple Avenue @ Lansdale, PA 19446 
215/362-9112 @ Telex 317054 


in conjunction with some sort of a program. Do you 
agree? 

“That’s correct. We ran a pilot program, and the 
ones we had leagues on did extremely well, but the ones 
where we just hoped someone was going to play them, 
did poorly. In fact, | wouldn’t waste my money buying a 
dart game if I wasn’t going to go with a league-program 
structure.” 


Will the new dart program also have the stipula- 
tion that the location cannot participate if it owns 
the games, as the pool league does? 

“There would be no reason to promote this program 
otherwise. We will promote it as a service to our cus- 
tomer, the AMOA membership.” 


How will operators get involved? Will you go 


“We have set a date—May 2-4, 1986, at the Ramada Inn, 
Chicago—for the first national AMOA dart tournament.” 


through state associations much as the pool- 
league program does? 

“Quite honestly, we haven’t ironed out that part. 
But if the state association gets involved, we will work 
with them. Many associations are involved in the pool 
leagues, and hopefully the same thing will happen with 
our dart program. We will be going to AMOA members 
and telling them about it. We know this is not a program 
that will happen overnight, but we will start slow and 
work the kinks out and then expand. 

“Just since we made the decision to go ahead with it, 
I’ve had dozens of conversations with operators on the 
street who are very excited and want to be involved. I 
could probably have a committee of 50 guys if I went with 
just the phone calls I’ve had so far.” 


Even with the well established pool leaque, there 
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AN A LEAGUE 
ATSELS.... 


— PRO-SELECT DOUBLE BULL 
Merit Scores Again On Every Point ... 


FEATURES DESIGNED 
| 14 GAMES oie WITH THE PEAYER IN MIND 


: 301 @ PRO-SELEGE” DOUBLE BULL 

: 301 MASTERS ® MISSED DART INDICATOR 

: 501 ® RELIABLE, ACCURATE SCORING 
301 DOUBLE-IN ® EXCITING GRAPHICS & SOUND 
301 DOUBLE-OUT ® WELL LIT NON-GLARE TARGET 
301 DBL-IN/DBL-OUT @ LARGE DISPLAYS > 
501 DOUBLE-IN ® BACK-LIT INSTRUCTION PANEL 
501 DOUBLE-OUT ® TWIN COIN DROPS 


aa FEATURES DESIGNED 
BASEBALL FOR THE OPERATOR 


SHANGHAI @ COMPLETE FRONT ACCESS TO 


HIGH SCORE BOARDS, BULBS & DISPLAYS 
EXACTA ie 

| NO TOOLS REQUIRED 

| ; | e FLIP-TOP ACCESS TO COIN MECHS 

HOW PRO-SELECT: DOUBLE BULL WORKS COMPLETE & HANDY STORAGE AREA 

| PLAYERS CHOICE LEAGUE @ LARGE CASH BOX, PLUS METER 

PRO-SELECT ™ STANDARD & TOURNAMENT e 8 DIP SWITCH OPTIONS 

:25 POINTS BOTH AREAS | INFORMATION @ ALL FORMICA FINISH 

50 POINTS Wane ck KITS © FULL FACTORY WARRANTY 


WORTH 50 POINTS 


PRO-SELECT DOUBLE BULL MERIT QUALITY PAYS FOR ITSELF 


fh Provides Great New Competitive 


® 
Skill Factor, While Still Maintaining 800-523-2 760 in PA 21 5-639-4700 © (‘2 


Familiar Standard Play. 


F 


merit industries, INC. L532) STATE RD., BENSALEM, PA 19020 © Merit Industries 1985 
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are still those who say it just won’t work. What sort 
of excuses do you hear, and what do you tell them? 

“T always hear the one, ‘it’s different in my area and it 
just won't work.’ I say, in the back of my mind, the only 
reason it’s not working, friend, is you are too lazy to put 
the effort into it. I had mentioned it earlier, that the 
operator is still under the impression that if he wants to 
stay in business all he has to do is buy a piece of equip- 
ment and put it on the street and never look at it again. 
You can’t be in business today and operate that way. The 
league concept is a lot of work, but you have to doit if you 
want your business to be successful.” 


How difficult is it to convince a location to get into 
a leaque program? 

“Well, you go into the location, and you say that you 
have this idea, and you want to organize a dart league. 
The guy kind of yawns and looks at you and says, ‘Well, if 
you want to doit, fine, but I’m not going to help you.’ Now 
that’s the tavern owner. Even if the operator has a little 
initiative, he’ll get turned off when the location owner 
tells him that.” 


But my people fought me all the way on it when I told 
them. They said it wouldn’t work under any circum- 
stances and we would lose accounts. However, I haven’t 
lost any accounts, and my people would probably quit if 
they had to do it the old way. 

“It’s the same way with pool and darts. If you 
dissolved the program, my route would turn into junk ina 
matter of months. That’s how strong it is.” 


One question you said you have had is whether the 
darts will take away from pool. What is your 
answer to that? 

“IT don’t see that happening at this point. We are 
seeing more money out of the location with pool leagues 
and dart leagues. There is no question there are different 
players, so it is bringing in new players increasing the 
customer base. A few shoot darts and pool, but the 
majority are new players. 

“This first year we have gone with mixed league and 
have about a 50-percent mix. It’s a good way to start 
because the husband and wife can do it together and one 
isn’t sitting at home.” 
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But you must have run across that when you first Whom should operators interested in this program &, 
started. What are those tavern owners telling you contact? |S 
now that the program is making them more monev, “We have an AMOA dart committee of which Iam - 
and with the crackdown on drinking and driving the chairman. The others are Norm Pink, past AMOA F 
you’re giving him something to draw customers? president, Wally Boher, AMOA secretary, Clyde Knupp, F 

“Well, about two weeks ago, I got a phone call from AMOA treasurer, and Jim Trucaco. It’s a heavy-duty :é 
one of our tavern owners who has league play three committee with the purpose of getting it started. Anyone ¥ 
nights a week. He chews me out because! haven’t got a interested can contact the AMOA office at (312) 644- L 
fourth night of league in that area. He’s telling me that if 6610 or me at (507) 282-6080.” e 
I’m not interested in my business someone else will do it. ie 
That’s great because it’s telling me that there is a real Will any manufacturers be actively involved in this 
need for this kind of amarketing program. The customer program? 
is telling me that. I just started laughing and assured the “As I said, we are not going to be promoting any : 
guy that we would get off our duffs and make it happen. certain product, but we hope the manufacturers will e 
But when you go in originally, people will always tell you want to come forward and lend assistance in seeing that 4g 
why it can’t work. this program is developed properly. To me, it seems like 

“An example here in my office is scales to weigh it would be a tremendous marketing error not to get 
money. We do our whole route with these scales that involved. The concept is that AMOA is only promoting 
weigh the money; we don’t wrap any money anymore. the game of darts for the benefit of our membership.”e @ 
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In the Forefront of New Developments 


7th International Trade Fair for Entertainment and Vending Machines. 


LA 


ali OC 


Nothing has greater continuity than 
progress. This is especially true in the 
entertainment and vending machine busi- 
ness...lf you wish to get a comprehensive 
view on the world of entertainment and vending 
machines, come to the ima trade fair. Novelties, 
trends and many contacts are waiting for you. 


Jan. 23-25 ’86 K 
» Fairgrounds, 
Frankfurt/M.., 
Hall 5 


Information available through the ima fair management 
HECKMANN GMBH, Messen + Ausstellungen 


“apellenstr. 47,6200 Wiesbaden, 
ielephone: 061 21/52 40 71, telex: 4186 518 
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-In- NEMESIS, Kondmi geniu 
os generates new heights of supe 
3 : + aetion and graphic brilliance i 
s .. thig-space war against a host c 
: _  efever aliens. A range of*sophist 
~ cated weapons such as lasers an 
| _ force fields can be activated by cap 
____@ turing power capsules in this kaleide 
~~. :.” scopic battle that reeks vengeance o 
eA the perpetrators of evil.. NEMESIS. wi 
| _ have players coming back again. an 
“=~” again to take on the challenge! 


S ee. 2” [. __ Andintroducing 


\ a aes ... Our brand new upright with 

a universal convertibility! OMNI 
converts any vertical or horizon- 
tal monitor quickly and easily 
and can position a monitor at a 
range of different angles! OMNI 
is the one cabinet for all 
games! 


F ae neice ~ ; 
t © Konami, Inc. (U'S.A.) ) Konami Industry Coy, Ltd! “Kor KonamigGMBH ‘ NEMES|Siilisga,trademark of 
fl 1555 Brummel Avenue 1215 11-4 chrome) Umeda. Ph ) 


L | 128 (08) | Si ((W.Getmany) eee Konami, Ines 
Elk Grove Village, IL ) Kita-ku, Osaka| 530)Japan| | | iphones(069)'S076163HieL. Konami: 

4 60007 U.S.A. | Phone: (06) 345-2456 J pag) et ae a 

¥ Phone: 312/364-6633 -. Fax: (06) 345-2466 Konami etd. (UK:) maenTGe, ido ™ 
" Fax: 312/364-1368 Telex: 5233186 KONAMI J -  Phone:/(01) 42922446 ©1985 Konamivinc @AlIie 
Telex: 6871385 KONAM | ©) lights toeo a 
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Konami. DISTRIBUTORS 


ALABAMA 

Birmingham Vending Co. 
540-2nd Avenue North 
Birmingham, AL 35204 
(205) 324-7526 


Franco Distributing Co., Inc. 


1469 Jean Street 
Montgomery, AL 36107 
(205) 834-3455 


ARIZONA 

Bally Southwest 

2300 N. Black Canyon 
Phoenix, AZ 85009 
(602) 233-0190 


Mountain Coin Machine 
2632 N. 37th Dr. 
Phoenix, AZ 85009 
(602) 269-7596 


ARKANSAS 

Godwin Distributing Co. 
2024 West 38th Street 
N. Little Rock, AR 72118 
(501) 753-1138 


CALIFORNIA 

Bally Advance 

540 Forbes Boulevard 
So. San Francisco, CA 
94080 

(415) 871-4280 


Betson Pacific 
375 Oyster Point Boulevard 
So. San Francisco, CA 
94080 

(415) 952-4220 


C.A. Robinson Company 
2891 West Pico Boulevard 
Los Angeles, CA 90006 
(213) 735-3001 


COLORADO 

Mountain Coin Machine 
300 W. 53rd Place, Unit B 
Denver, CO 80216 

(303) 296-2060 


Struve Distributing Co. 
778 S. Santa Fe Dr. 
Denver, CO 80223 
(303) 778-7778 


CONNECTICUT 
Betson Enterprises 
32 Higgins Drive 
Milford, CT 06460 
(203) 878-6966 


FLORIDA 

Monroe Distributing, Inc. 
5350 State Rd. #84 

Fort Lauderdale, FL 33314 
(305) 584-4908 


Sterling Coin Machine 
165 Drennen Road 
Orlando, FL 32806 
(305) 851-8611 


GEORGIA 

Greater Southern Dist. 
2164 Marietta Blvd. N.W. 
Atlanta, GA 30318 

(404) 352-3040 


ILLINOIS 

Atlas Distributing Inc. 
2122 N. Western Ave. 
Chicago, IL 60647 
(312) 276-5005 


Bally Midwest 

710601 W. Belmont Ave. 
Franklin Park, IL 601317 
(312) 1451-0500 


INDIANA 

Modern Vending Co. 
7940 Pendelton Pike 
Indianapolis, IN 46226 
(317) 542-9207 


IOWA 

Mountain Coin Machine 
751 E. Broadway 

Des Moines, IA 50313 
(515) 282-6211 


Rowe Moss Distributing Co. 
1726 Guthrie 

Des Moines, IA 50316 
(515) 266-5222 


KANSAS 

Bird Distributors, Inc. 
1920 Fox Ridge Dr. 
Kansas City, KS 66106 
(913) 262-8440 


Bird Distributors, Inc. 
101 Poyntz Ave. 
Manhattan, KS 66502 
(913) 537-2930 


United Distributors Co. 
420 South Seneca Street 
Wichita, KS 67213 

(316) 263-6181 


KENTUCKY 


Kentucky Coin Machine Dist. 


6005 Fern Valley Road 
Louisville, KY 40228 
(502) 966-5266 


LOUISIANA 
A.M.A. Dist., Inc. 
1525 Airline Hwy. 
Metairie, LA 70001 
(504) 835-3232 


New Orleans Novelty 
3030 North Arnoult 
Metairie, LA 70003 
(504) 888-3500 


MARYLAND 

Bally Banner 

7160 Ambassador Road 
Baltimore, MD 21207 
(301) 944-5060 


State Sales & Service Corp. 
1825 Guilford Ave. 
Baltimore, MD 21202 

(301) 837-7177 


MASSACHUSETTS 

Bally Northeast Distributing 
1400 P. Providence Hwy. 
Norwood, MA 02062 

(617) 762-9300 


Rowe International Inc. 
888 Rear Providence Hwy. 
Dedham, MA 02026 

(617) 329-3300 


MICHIGAN 
Bally Midwest 
711998 Merriman 
Livonia, MI 48150 
(313) 525-8700 


Cartel Distributing 
32433 Schoolcraft 
Livonia, MI 48150 
(313) 422-2111 


MINNESOTA 

Lieberman Music Company 
9549 Penn Avenue South 
Minneapolis, MN 55431 
(612) 887-5300 


MISSOURI 

Audio Visual Amusement 
71901 Delmar Blvd. 

St. Louis, MO 63103 
(314) 421-5100 


Bally Midwest 

2079 Congressional 
St. Louis, MO 63141 
(314) 991-1505 


NEBRASKA 

Central Distributors Co. 
3814 Farnam 

Omaha, NE 68131 
(402) 553-5300 


NEVADA 

Reno Games Sales 

55 North Edison Way Unit 2 
Reno, NV 89502 

(702) 786-2002 


NEW JERSEY 
Betson Enterprises 

6 Empire Blvd. 
Moonachie, NJ 07074 
(201) 440-2200 


Mondial International Corp. 
55 Fadem Road 
Springfield, NJ 07081 
(201) 467-9700 


NEW MEXICO 
Mountain Coin Dist. 

2910 C. 4th St. N.W. 
Alburquerque, NM 87107 
(505) 345-7706 


NEW YORK 

Bay Coin Dist. 

132-10 Jamaica Ave. 
Richmond Hill, NY 11418 
(718) 291-5757 


Betson Enterprises 

141 Lakeville Rd. 

New Hyde Park, NY 11040 
(516) 354-4647 


NORTH CAROLINA 
Brady Distributing Co. 
4308 Wilmont Road 


~Charlotte, NC 28208 


(704) 525-8130 


OHIO 

Cleveland Coin International 
7029 Huntley Road 
Columbus, OH 43229 

(614) 846-8590 


Cleveland Coin International 
77000 S. Waterloo Road 
Cleveland, OH 44110 

(216) 692-0960 


Monroe Distributing, Inc. 
297 Northland Ave. 
Cincinnati, OH 45246 
(513) 771-1909 


Monroe Distributing, Inc. 
2999 Payne Ave. 
Cleveland, OH 44114 
(216) 781-4600 


Shaffer Distributing Co. 
1100 West 3rd Avenue 
Columbus, OH 43212 
(614) 224-6800 


Shaffer Distributing Co. 
7792 Capital Bivd. 
Macedonia, OH 44056 
(216) 467-4850 


OKLAHOMA 

Southwest Vending Sales 
614 W. Sheridan 
Oklahoma City, OK 73102 
(405) 682-8612 


OREGON 

Dunis Distributing Company 
1140 South East 7th Ave. 
Portland, OR 97214 

(503) 234-5497 


PENNSYLVANIA 
Active Amusement Co. 
666 North Broad Street 
Philadelphia, PA 19130 
(215) 684-1600 


| Bally Banner 


639 Alpha Dr. 
Pittsburgh, PA 15238 
(412) 782-0800 


Bally Banner 

1213-31 N. Sth Street 
Philadelphia, PA 19122 
(215) 236-5000 


Eastern Music Systems 
500 North 12th Street 
Philadelphia, PA 19123 
(215) 627-1000 


Roth Novelty Company 
333 N. Pennsylvania Ave. 
Wilkes-Barre, PA 18702 
(717) 824-9994 


TENNESSEE 

Game Sales Co., Inc. 
444 Monroe 
Memphis, TN 38103 
(901) 525-8351 


Sammons Pennington 
214 6th Ave. S. 
Nashville, TN 37203 
(615) 244-3020 


TEXAS 

Southwest Vending Sales 
4520 Tejasco 

San Antonio, TX 78210 
(512) 824-9223 


Southwest Vending Sales 
2455 Irving Blvd. 

Dallas, TX 75207-1006 
(214) 638-7002 


UTAH 

Mountain Coin Machine Dist. 
3753 S. State 

Salt Lake City, UT 84115 
(801) 262-5493 


Struve Distributing Company 
276 West 1st Street 

Salt Lake City, UT 84101 
(801) 328-1636 


WASHINGTON 

Music Vend Distributing Co. 
1550-4th Avenue South 
Seattle, WA 98124 

(206) 682-5700 


Music Vend Distributing Co. 
East 4008 Broadway 
Spokane, WA 99202 

(509) 535-5757 


WISCONSIN 

Bally Midwest 

1241 Bellevue 

Green Bay, WI 54302 
(414) 468-5200 


London Distributing Corp. 
3130 West Lisbon Avenue 
Milwaukee, WI 53208 
(414) 344-3220 


Pioneer Sales & Service 
N55 W13875 Oak Lane 
Menominee Falls, WI 53051 
(414) 781-1420 


PUERTO RICO 
Land of Oz 
Bairoa Shopping 
Center 2G2F 
Caguas, Puerto Rico 00625 
(809) 743-5566 


CANADA 

Laniel Sales 

7151 Rockland Road 

Montreal, Quebec, Canada 
H3P 2W3 

(514) 731-8571 


New Way Sales 

2050 Kipling Avenue 
Rexdale, Ontario M9W 5L6 
(416) 746-2255 


J.E. Weatherhead Dist. LTD 
4318 Dawson Street 
Burnaby, BC, Canada V5C 
4B6 

(604) 294-8271 


Business ethics 
in the amusement industry 
By Michael H. McBride, Ed.D. and H. Richard Priesmeyer, Ph.D. 


How honest are you compared 
with others in the coin-op amusement 
industry? Are you more honest than 
your location owners? Less honest 
than your banker? This industry sur- 
vey will provide insight into the ethical 
standards of the amusement business. 
Fill out the questionnaire that follows 
this article and send it to the address 
shown. The results will be published in 
a future issue of Play Meter. 


Jim is a 56-year-old manager with 
children in college. He discovers that 
the owners of his company are cheat- 
ing the government out of thousands 
of tax dollars a year. Jim is the only 
employee in a position to know this. 
Should he report the owners to the 
IRS and risk endangering his liveli- 
hood, or should he disregard the dis- 
covery to protect his family? 

The problem isn’t easy to solve. 
Jim’s ethics are keeping him from 
brushing it off, but action stemming 
from his desire to “do right” could 
damage his family’s future. What 
would you do? 

Not black or white, right or wrong, 
ethical decisions are based on a com- 
plex set of values, interests, and per- 
sonal relationships. Ethical decisions 
are hard to understand because it is 
difficult to take a detached view of 
particular problems. People tend to 
oversimplify the nature of ethical pro- 
blems in business, but the “right” 
decision, ethically, may be hazy at 
best. 

Jim can’t remain neutral. He must 
make a decision one way or another, 
and he will—black or white, right or 
wrong. Besides, it’s difficult for man- 
agers to free themselves from bias and 
look at issues objectively. 


Business ethics 

Are business ethics the same as 
the ethics we apply when playing 
games? For example, is it considered 
unethical to bluff in a poker game? 
Bluffing doesn’t necessarily reflect the 
morality of the player, it’s simply a 
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strategy of the game. Is any business 
practice okay as long as the company 
doesn’t violate the rules of the game as 
set by law? Or should business 
practice always be “fair” to prevent 
misconceptions. Surely a company 
cannot take advantage to the point 
that employees, customers, competi- 
tors, and regulatory agencies are 
purposefully hurt. Is the guiding 
principle “Do unto others as you 
would have them do unto you?” 
Simple words. Familiar words. Maybe 
they are more than just a Sunday- 
school ideal. 

In business, ethics—standards or 
principles of conduct that govern 
human behavior—may be barriers to 
on-the-job decision making, but they 
also can bring personal peace and 
satisfaction, even in seemingly no-win 
situations. Ethics reflect ideals of 
society and are means to balance 
individual and company responsibility 
with choice. 

Organizational activity poses ethi- 
cal problems for managers in all kinds 
of businesses. Some of the country’s 
largest corporations—including Amer- 
ican Airlines, Gulf, Phillips, Brannif, 
3M, Goodyear, and Exxon—have 
been touched by scandal as public 
attention in recent years has focused 
on widespread problems ranging from 
conflicts of interest to tampering with 
government regulations. 

If everyone does it, does that make 
it right? Obviously, much business 
behavior meets high ethical stan- 
dards. Inasurvey of Harvard Business 
Review readers, two-thirds of the 
responding executives indicated there 
are unethical practices in business. In 
another survey, a surprising 64 per- 
cent of a group of managers said they 
feel pressure to violate their own ethi- 
cal standards to achieve company 
goals. 

Ethics problems can be divided 
into three general categories: pro- 
blems with value decisions, problems 
with conflicts of interest, and problems 
caused by personal relationships. 


Value-decisions 

Many of the decisions you make — 
like which machine to move, whether 
to collect a location today or tomor- 
row, and whether to schedule an extra 
employee for next Saturday—don’t 
hinge on any of your personal values 
or require any ethical judgment at all. 

But what if you promise a job to an 
applicant, then find out that you don’t 
need to hire anyone? Do you remain 
true to your word and keep your pro- 
mise, or do you make a practical deci- 
sion and break your promise because 
it makes good business sense? 
There’s no right answer. The decision 
depends on your personal values— 
your ethics. 

Values are frequently tested, even 
when there is a right answer. Because 
of the pressure to make money and 
cut costs, one might understate 
income and inflate expenses with 
questionable deductions. Does refund 
money always go for honest refunds? 
Is bonus pay to employees properly 
recorded as a payroll expense? 


Conflicts of interest 

Conflicts of interest occur because 
we serve in different roles, and some- 
times those roles conflict. For exam- 
ple, suppose you’re an arcade owner, 
and you also are amember of the local 
homeowners association. And sup- 
pose there’s been talk of a necessary, 
yet temporary, curfew for school chil- 
dren in the community. What would 
you do when the homeowners asso- 
ciation voted on whether to support 
the curfew? Would you vote as a 
member of the association, or would 
you vote to protect your business 
interests? 

Conflict-of-interest problems are 
common. Consider this: Should you 
“borrow” a little from the day’s collec- 
tions in order to cover bills at home? 
Should you go to work on Sunday, 
even though your family wants to go 
on a picnic? The conflict forces us to 
commit to one group or the other and 
becomes a question of loyalty. 
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Personal relationships 

Should you hire your cousin 
because no one else will? Should you 
continue buying from a certain sup- 


HOW MANY APPLES [Fore 
IN AN APPLE SEED? oe ide cea concerns or 


prejudices become a part of your deci- 
sion, then that decision will be based 
at least partly on your business ethics. 
You deal with customers, employees, 
suppliers, creditors, and others, and 
with each group there’s a chance for 
ethical standards to play a part in what 
you do. 


Types of ethics 

Ethics can be classified as personal 
or organizational, each of which pre- 
sents different kinds of issues and 
situations and can be measured inde- 
pendent of the other. 

Personal ethics are a part of one’s 
personal and professional life. Our 
personal codes of conduct may con- 
flict with organizational ethics, but 
they can also enhance social responsi- 
bility, productivity, and creativity. 
Personal ethics also can enhance 
technical knowledge and provide 
behavior standards. In this study, per- 
sonal ethics have been classified into 
the categories of community service, 
leisure, health, religion, education, 
family, and job. 

Organizational ethics are part of 
one’s work situation. They often con- 
flict with individual ethics, but they can 
help solve problems, enhance goals, 
provide rewards, and set performance 
standards. In this study, organiza- 
tional ethics are classified into the 


IT DEPENDS ON WHERE categories of customer relations, 


creditor relations, community respon- 

IT°S PLANTED sibility, government issues, issues 
regarding owners and management, 
employee relations, and issues regard- 
ing society values. 


And there’s no better place to plant your The next article will discuss in 
advertising seeds than in Play Meter, the detail the personal and organizational 
coin-operated amusement industry’s ethics of those in the amusement 
most widely read journal, the one your industry. We also will be able to com- 
customers rely on for information. pare the ethical standards of those in 


the amusement industry to those of 


Advertise in Play Meter and reap a Aiher industies 


bountiful harvest of profits. 


Test Your Business Ethics 
Here are a few questions that have 


ADVERTISE no easy answers; each requires you to 


make a judgment. Answer the survey 
( 504 ) 488- 7003 and mail it to the address at the bottom 
of the form. Results will be reportedina 
later issue of Play Meter. All responses 
are anonymous. You need not include 
your name and address. e 
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Business Ethics Survey 


Please indicate the extent to which you agree with each of the following statements 

by circling one of the six choices provided. 

Fully Somewhat Somewhat Fully 
agree Agree agree disagree Disagree’ disagree 


Personal Ethics (FA) (A) (SA) (SD) (D) (FD) 


1. Other than what is required by law, a per- 
son has no obligation to serve the commu- 


Please return to: Ethics Survey, Priesmeyer & Associates, 611 LaRue, San Marcos, Texas 78666 


| 

| 

| 

| 

| 

| 

| 

| 

| 

| 

| 

| nity in which he lives. (FA) (A) (SA) (SD) (D) (FD) 

2. Most leisure time is time wasted. (FA) (A) (SA) (SD) (D) (FD) 
: 3. One should never use any substance 
considered by most to be unhealthy. (FA) (A) (SA) (SD) (D) (FD) 
v 4. One should never knowingly violate any 

= of the “Ten Commandments.” (FA) (A) (SA) (SD) (D) (FD) 
me) , 
5. It’s okay to cheat on some tests, 

e especially if you don’t get caught. (FA) (A) (SA) (SD) (D) (FD) 
= 6. Cheating only once on your spouse is all 
5 right, so long as you don’t get caught. (FA) (A) (SA) (SD) (D) (FD) 

7. One should always place personal ethics 

l above organizational ethics. (FA) (A) (SA) (SD) (D) (FD) 

| Organizational ethics 

| 8. It is solely the customer’s responsibility to 

l evaluate the merits of a product or service 

| before buying it (buyer beware). (FA) (A) (SA) (SD) (D) (FD) 

| 9. It’s okay to exclude some details from 

| a loan application because creditors ask 

for too much information anyway. (FA) (A) (SA) (SD) (D) (FD) 
| 10. Other than what is required by law, acom- 

| pany has no obligation to the community 

| in which it operates. (FA) (A) (SA) (SD) (D) (FD) 
: 11. Some government regulations regarding 

l business deserve to be violated. (FA) (A) (SA) (SD) (D) (FD) 
| 12. Management’s primary obligation is to 

| support and protect the company, 

| regardless of the cost. (FA) (A) (SA) (SD) (D) (FD) 
| 13. Never, under any circumstances, hire an 

| applicant who has falsely reported any of 

| his or her qualifications for the job. (FA) (A) (SA) (SD) (D) (FD) 
7 14. A company violating any environmental 

regulations should always be reported, 

| 

regardless of how insignificant they may 

| seem. (FA) (A) (SA) (SD) (D) (FD) 

| Classification questions 

: Please check one of the choices under each of the following questions: 
= 15. How many years have you been in the amusement business? 
iM ( ) less than 2 ( ) more than 4 but less than 6 ( ) more than 8 

= ( ) more than 2 but less than 4 ( ) more than 6 but less than 8 
2 16. How many amusement machines do you currently operate? 
2 ( ) 10 to 100 ( ) 101 to 200 ( ) 201 to 300 ( ) 301 to 400 ( ) 401 or more 
= 17. Are you significantly involved in businesses other than the amusement or vending business? 
O 
( ) Yes ( ) No 

. 18. How old are you? 

| 

| ( ) under 21 ( ) 21 to 30 ( ) 31 to 40 (.) 41:f0:50 ( ) over 50 

| 19. How satisfied are you with the recent performance of your business? 

| ( ) very dissatisfied ( ) neither satisfied nor dissatisfied ( ) very satisfied 

| ( ) somewhat dissatisfied ( ) Somewhat satisfied 

: 20. You are primarily: 

| ( ) a route or arcade operator ( ) a manufacturer of equipment ( ) other, please explain: 

| ( ) an equipment wholesaler ( ) a location owner 

| 

| 

| 

| 


Deadline for mailing is January 15, 1986. 
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FRANK'S 4. 
CRANKS 


By 


Seninsky 


Frank “The Crank’ 


‘Hot Seat’ retrofit impresses 


Since the AMOA in Chicago I’ve 
been doing a lot of traveling and 
haven’t been snooping around the 
techroom as much as | should be. | 
have, however, received some early 
test reports on some of the new games 
and kits that have gone onto my route 
and some you may find of interest: 
(Most of these games have gone into 
gamerooms that also recently got 
Gauntlet and Hang-On—pretty stiff 
competition.) 

1. World Series by Cinematronics 
has grossed more than $400 a week 


for the past three weeks. This is, by 
far, the best baseball game ever made. 

2. Hangman by Status has done 
$145 in a gameroom that also has a 
Merit trivia and a Grayhoundtrivia. As 
you can see, most of the trivia games 
gross about the same. 

3. Ghosts & Goblins is doing 
between $300 and $400 consistently. 

4. 1942 and Rush ’N Attack are 
doing about $200 a week each. 

5. Other kits doing well are 
Temple of Doom, Shanghai Kid, 
T.N.K. III, and Mat Mania. 


Figure 2: 
The Hot Seat’s DC motor and right-angle gearbox (right) and the center 
heart-mount-support pivot mounts are well-made components. 
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Figure I: 
Colorado Game Exchange’s Hot Seat. 


The Hot Seat system simulator 

One of the products that has 
impressed me recently is the Hot Seat 
from Colorado Game Exchange (see 
Figure 1). This new pitch-and-roll flight 
simulator is about the same size as the 
average sit-down driving game. 
What’s even more exciting is that itis a 
retrofit for existing games. It is being 
shipped ready for Star Wars and 
Empire Strikes Back. The price is 
quoted at $2,695, not the $10,000 
figure I’ve seen for other simulators. 

Figure 2 is a closeup of the one- 
quarter-horsepower DC motor and 
right-angle gear box (right) and the 
one-inch-diameter heart mount sup- 
port (left). A circulating ball nut rides 
up and down the screw shaft. Mechan- 
ical stops keep the ball nut from ever 
reaching the top or bottom of the 


PLAY METER, December 1, 1985 


screw shaft. The center support of the 
simulator, the heart mount, has four 
one-inch-diameter steel pivot mounts. 
The heart mount is reinforced with 
quarter-inch angle iron and quarter- 
inch steel plates. Take my word for it, 
it will last even if a middle linebacker 
wants to simulate a bone-crushing 
tackle. 

If you get one of these, don’t forget 
to lubricate the gearbox. It must be 
checked at least once a week. The 
gearbox has a one-pint oil capacity 
(use 90-weight gear oil). To get to the 
oil-fill hole, remove six screws and lift 
up the boot. 

The two wiper boards translate 
joystick or steering-wheel movements 
to side-to-side and up-and-down 
movements of the gearbox compo- 
nents. A separate set of wiper boards 
must be made for each game model. 
Each wiper board should be cleaned 
once a week with a good contact 
cleaner, such as Electro-Wash by 
Chemtronics ($4 a can). There also 
are pitch and roll adjustments that 
should be checked to make sure the 
Hot Seat is moving in exactly the same 
direction as the controls are moved. 

To make the Hot Seat earn more 
money, rope lights can be placed 
easily around the base, up the sides, 
and across the top. Hot Seat is aver- 
aging about $40 a day in locations 
where Star Wars is doing $40 a week! 
In high-traffic locations I’ve heard of 
$80 a day. 

Thanks to Tom Grobe, service 
manager of the Colorado Game 
Exchange, for going over the Hot Seat 
with me at the IAAPA (International 
Association of Amusement Parks and 
Attractions) show. 


Other tips I got at IAAPA 


How to pay less for your electri- 
city: It isn’t often that I come across 
information that can save my business 
a lot of money in one big hunk. When] 
do, I feel it is my responsibility to pass 
it along, just as Mel Fabrikant of 
Fabrikant Lighting, Rochelle Park, 
N.J., did. If you run an arcade, factory, 
or office, or just want to save your 
route customers money, here are 
some sure-fire money-saving ideas: 

Reduce your peak load—Your 
monthly electric bills depend not only 
on the number of kilowatt hours you 
use, but on a factor called peak load. 
Your peak load is the greatest amount 
of electricity you consume during a 30- 
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At arecent Betson open house, I finally got a chance to photograph at least three 
of the five musketeers (never far “a part”) who run Betson’s parts department. In 
the past three years, it has been impossible to get these people to stop running 
long enough for the 1/125 of a second needed for a photograph. From left to 
right are John Felpz, Carol Zelaskowski, and Bobby Carlson. Not shown are Tim 
Ceballos and Ken Mulder—they’re out looking for a chip for my Hang-On monitor. 
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Jim Cuccio, president of the AMOA of New Jersey, picks the winner of Grayhound 
Electronics’ Video Trivia contest. The $3,000 winner was Hilton Associates of 
Atlanta, Ga. Congratulations to Harry Hilton and Elliot Snell. On the left is Frank 
“the Crank” Seninsky, also on the board of directors of the AMOA of New Jersey. 
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Presenters of the Small Facilities Workshop at the IAAPA show in Atlanta were 
(seated, from left) Gina Romano, whose family owns Nellie Bly Park in Brooklyn, 
N.Y.; Jack Morris, manager of Bowcraft Amusement Park in New Jersey; (stand- 
ing, from left) Mel Fabrikant, the lighting expert who gave me some energy-saving 
advice; and John Frantzis, owner of Quassy Park in Connecticut. 
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Poll Information 


The following are rankings of the top games in the coin-operated amusement industry. The 
games are ranked according to an index formulated from a regular survey of operators of coin- 
operated amusement equipment. Games not appearing on this poll either (1) did not generate a five 
percent response or (2) did not rank among the top 50 games in the country. The games are further 
identified by their general equipment classification type: Video, Pinball, and Novelty. The average 
index rating for all surveyed games for this individual survey was 77. : 


Top Ten Games of December 1 Issue 


Index Index 
Game/Manufacturer Rating Game/Manufacturer Rating 
1. Hang-On/Sega................. 302 6. Return of the Jedi/Atari........ 140 
2. Demolition Derby/Bally Midway 185 7. Shanghai Kid/Memetron ....... 135 
3. Temple of Doom/Atari.......... 165 8. Pub Time Darts/Nomac......... 127 
4. Eight Ball Champ/Bally Midway 154 8. Ice Climber/Nintendo.......... 127 
5 Comet/Wiliams................ 14] 10. Commando/Data East.......... 126 
Game /Manufacturer Dec. 1 Nov.15 #£Nov.1 Oct. 15 Video Pinball Novelty 

1. Hang-On/Sega 302 248 _ 200 e 

2. Demolition Derby/Bally Midway 185 140 134 155 * 

3. Temple of Doom/Atari 165 14] 239 180 e 

4. Eight Ball Champ/Bally Midway 154 111 112 a 

5. Comet/Williams 14] 133 153 — 

6. Return of the Jedi/Atari 140 61 a7 54 e 

7. Shanghai Kid/Memetron 135 _ 134 a e 

8. Pub Time Darts/Nomac l27 = 80 — bd 

8. Ice Climber/Nintendo 127 54 54 50 e 

10. Commando/Data East 126 114 126 174 * 

11. Kung Fu Master/Data East 125 100 114 141 e 

12. Major Havoc/ Atari 118 38 65 50 e 

13, 10-Yard Fight ‘'85/Memetron 113 82 60 77 e 

14. Gridiron/Williams 110 — — — e 

15. Spy Hunter/Bally Midway 107 86 100 96 e 

16. Super Punch Outl/!/Nintendo 105 38 71 134 e 

17. Trivial Pursuit/Bally Sente 103 — — 79 e 

18. Magmax/Nichibutsu 100 96 107 83 e 
19. Karate Champ/Data East 96 72 92 li2 e 

19. Crown's Golf/Kitkorp 96 51 88 — e 

19. Duck Hunt/Nintendo 96 93 102 cis ® 

22. Hogan's Alley/Nintendo 95 99 103 12] e 

22. 1942/Romstar 95 85 99 97 e 

24. Trivia Whiz/Merit 94 119 118 104 e 
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25. Triv Quiz 3/Status 93 — ce — r 
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Game/Manufacturer Dec. 1 Nov. 15 Nov. 1 Oct. 15 Video Pinball Novelty 

26. Atomic Boy/Memetron 90 _ _ — e 

26. Tag Team Pinball/Premier 90 — — _ e 
28. Pole Position II/Atari 88 82 81 100 e 

28. Cobra Command/Data East 88 64 88 134 e 

30. Paperboy/Atari 87 119 196 15] ° 

31. English Mark Darts/Arachnid 85 74 68 45 e 
32. Sorcerer/Williams 84 108 79 95 e 
33. Yie Ar Kung Fu/Konami 83 76 86 76 * 

33. Space Shuttle/Williams 83 102 85 100 e 
35. Eight Ball Deluxe/Bally Midway 82 64 15 87 e 
36. Black Pyramid/Bally Midway 80 65 — 59 e 
37, VS. Excitebike/Nintendo 79 65 JZ 70 e 

37. Spy Hunter/Bally Midway 79 47 59 62 e 
39. Pac-Land/Bally Midway 715 _ 72 35 * 

39. Cybernaut/Bally Midway 75 _ 75 _ e 
41. Granny and the Gators/Bally Midway 74 — — 25 e 
42. Pole Position/Atari 73 63 76 79 e 

43. Galaga 3/Bally Midway 71 47 68 6] e 

43. Bounty Hunter/Premier 71 — — _ e 
45. Firefox/Atari 70 — 61 79 a 

45. Dragon's Lair/Cinematronics 70 49 46 42 e 

45. VS. Tennis/Nintendo 70 — 79 53 e 

48. Firepower II/Williams 68 79 63 70 e 
49. Video Trivia/Grayhound 67 49 63 99 e 

49. Special Forces/Magic 67 32 49 65 e 


__ 


8/1/85 


NOTICE: The sole purpose ofthis survey is to determine on a regular basis the top performing games inthe country. 
Any attempt to use the results of this survey for any other purpose is unauthorized, wrongful, and misleading. 
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minute interval in a month. For those 
of you who run seasonal businesses, 
you pay half of your peak load rate of 
your highest month in months when 
your business is shut down! That’s 
right, you pay for electricity you don’t 
even use. This is the case for most 
parks and summer arcades. A 
demand meter registers the peak load 
for 30 minutes, and you can have 
these installed so you can measure the 
peak load yourself and work on reduc- 
ing it. Hint: don’t be so quick to call in 
those so-called eneragy-efficiency 
experts from your power company. In 
most cases you'll find that you will be 
paying more once they show you how 
you'll pay less. That’s like asking for an 
IRS audit so IRS agents will show you 
how to reduce your taxes. 

Ways to reduce your peak load 
are: (1) balance the load on the three 
wire legs equally. Often one is carrying 
more than the other two; (2) start up 
gradually whenever you are turning on 
electricity. For example, turn on each 
air-conditioning unit one at atime over 
a short period of the morning. Then 
put on sections of your business that 
can wait. Don’t just turn on all circuit 
breakers at once. Eliminate surges by 
installing surge surpressors in your 
panel box (The Protector); (3) you can 
put in gas-driven generators to cut 
down power needs during peak hours 
of peak months; (4) new capsule bulbs 
on the market draw less electricity, 
give the same watt output, and even 
last longer than normal bulbs. For 
example, a 72-watt capsule bulb gives 
off the light of a normal 100-watt bulb 
and lasts almost five times (3,500 
hours) as long. 

I found out that you also can sell 
the power that you are being charged 
for, but not consuming, during your 
off season. That is, if you can finda 
neighbor who is willing to make a deal. 
Just think, you would be helping con- 
serve your neighbor’s money. (If 
everyone did this, fear not for your 
power company; it naturally would get 
a rate increase.) 

I haven’t forgotten that I promised 
you the second part of the Conver- 
sions/Trivia/Systems article. Maybe 
I’ll do it next time. 

For more information and test 
reports, I can be reached at Alpha- 
Omega Amusements & Sales, 6 
Sutton Place, Edison, NJ 08837, (201) 
287-4990. | 

As always, keep cranking! * 
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Choosing an accountant 


Want to get a business owner’s 
attention? Tell him you can show him 
how to make more money. How do 
you keep score in business? With 
money. Winners get it. Losers don’t. 

Every successful business owner I 
have ever met has at least one of these 
skills: He has the magic touch of 
knowing how to prime and work the 
cash flow money-pump or he knows 
how to hire the right person to do it for 
him. That person usually is a CPA. 

In the client-CPA-let’s-get-together 
derby, it’s almost like boy meets airl. 
There are so many, but how do you 
meet the right one? Someday there 
may be a client-CPA matchmaker. 
Until then, this article will help you find 
the right accounting firm for you. 

Start your search with leads. Ask 
any of the following to refer an 
accountant to you: other business 
owners, particularly other amusement 
operators; your banker, lawyer, or 
other professional consultants; or 
your state CPA society or trade asso- 
ciation. Seminars are another source. 

Next, organize your task. You 
must ask and get answers to 12 key 
questions, which I have divided into 
three categories: basic-must ques- 
tions, narrowing-the-gap questions, 
and final-decision questions. 

Before explaining the questions, 
let’s set some ground rules. You must, 
I repeat MUST, ask each potential 
new accountant the same questions. 
Take notes. Evaluate his response 
against what the other candidates say. 
Then check his answers with two or 
more of his clients, preferably clients 
who are in the coin-op industry. 


Basic-must questions 

1. Do you render timely service, 
and how? 

Ask when you can expect to 
receive your tax return, financial 
statements, employee profit-sharing 
or pension-plan data, and other infor- 
mation your accountant prepares. 


Identify each item. Get specific or 
approximate dates. 

To conquer the timeliness pro- 
blem, many firms have embraced the 
portable computer. Goodbye green 
eyeshades, hello high-tech. Whether it 
is monthly write-up work or a full- 
blown annual audit, your accountant 
brings his portable computer and 
printer to your office. New informa- 
tion and adjustments are added to a 
pre-entered data base. All of the old 
pencil-pushing and number-crunching 
is now done by entry into the com- 
puter. Then a press of the button pro- 
duces all your financial statements on 
the spot, including balance sheet, 
income statements, and cash flow; 
compared to last year or your budget; 
complete with percentages and ratios 
that apply to your operation; and 
everything else you and your accoun- 
tant can create to help you get useful 
and timely information to help you run 
your business better. 

2. Will the same people work on 
Our account every year? 

Nothing is more frustrating to a 
business owner than educating new 
accountants every year. Turnover is 
inevitable, but your best bet is an 
accounting firm with a policy that key 
staff people will not be pulled off of 
your job as long as they stay with the 
firm. Also, new staff should be trained 
by the firm, not by you. 

3. Will you give us personal atten- 
tion? 

Remember, the better your accoun- 
tant, the more you and his other 
clients put demands on his time. Yes, 
he’s busy. But your accountant should 
know how to delegate and have sup- 
port staff. Ask for an explanation of 
how he operates, so you know he will 
be available when you need him. Get 
the same explanation for staff people. 

4. Can you develop a rapport with 
him, and how does he communicate? 

This question leads to a number of 
others, depending on how you want to 


develop a relationship. Do you like 
and respect him? Does he talk your 
language? Do you understand his 
technical explanation? Will you take 
his advice? Make your own list of 
questions in this area. If you don’t get a 
good feeling from the answers, keep 
on looking. 

5. Does he know your industry? 

As complexity in business mush- 
rooms, specialization becomes more 
important. Every business has its own 
quirks, subtleties, and nuances; not 
knowing them puts your accountant 
and, ultimately, you at a disadvantage. 
When possible, find someone who 
writes to or lectures to your industry 
group. Short of that, along client list in 
your business or similar industries is a 
good measure of expertise. 

6. Does he have the technical 
knowledge and imagination you need? 

Technical knowledge—whether in 
taxes, auditing, or some other disci- 
pline needed in your business—is a 
must. Pass any firm that does not 
measure up. And what about using 
that technical knowledge creatively? 
Ask the candidate for examples of 
how he has used his imagination to 
solve problems and make his clients 
money. For example, does he side 
with the IRS or does he create money- 
saving tax plans that sidestep the IRS 
legally? 


Narrowing-the-gap questions 
7. What is your range of services? 
Your real job here is to think 

through your short-range and long- 

range objectives, both business and 
personal. Write them down. Then find 
out if the candidate can help you meet 
these objectives. Does he have in- 
house talent or must he use an outside 
consultant? Here is a list to help you 
get started: 

@ Can he install a pension or 
profit-sharing plan and administer it? 

@ Does he know how to structure 
an acquisition or a merger? 
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@ Does he understand how todoa 
leveraged buyout or finance internal 
growth? 

® Can he transfer control of your 
business to your children? 

® Does he know how to select a 
new computer system or update an 
existing system? 

@ Can he construct a personal 
financial plan and plan your estate? 

@ Can he show you the best way 
to price your products and services? 

@® Can he help you develop a 
strategic plan? 

8. What services do you render 
other than the standard financial 
report? 

Your annual financial statements 
should be the beginning, not the end, 
of your accountant’s work. Will the 
candidate review your statements 
with you? Will he point out trends, 
weaknesses, opportunities, changing 
ratios, and other points? Ask him to 
describe what he does for other 
clients. Then ask him to tell you what 
he can do for you. 

9. Why is your firm the right size 
for us? 

Two things are more important 
than the size of an accounting firm. 
One is whether the prospective firm 
dedicates all or most of its professional 
resources to serving closely held 
businesses. (The more clients the firm 
serves that are at or near your size, 
particularly in your industry, the 
better off you are. Get a sample client 
list.) The second is whether the firm 
can perform the services you need on 
a timely basis. 


Final-decision questions 

10. Do you know how to help me 
make money? 

Now we’re getting down to the 
nitty-gritty. The middle questions (five 
through eight) should have gone a 
long way toward answering this ques- 
tion. But you at least should expect an 
answer that analyzes your profitability 
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from your top line to your bottom line. 
Can the accountant develop a system 
Or improve your present system to 
analyze your income? Which products 
or services produce the most income, 
the least, or a loss? Are direct costs 
being charged correctly? What costs 
might be reduced without affecting 
quality? How? Can receivables be cut 
and inventories reduced? Does he 
have legitimate tax ideas to cut the 
IRS’ share of your profits? An accoun- 
tant who really knows how to save you 
money will eat this question alive. Be 
forewarned. A torrent of ideas may be 
useless. You are looking for practical 
money-saving ideas that will work for 
you and your company. 

If your business is subject to con- 
stant change, your accountant should 
have a computer able to build a finan- 
cial model that reflects the impact on 
profit for each likely change. This 
allows you to play what-if games 
necessary in a changing business 
environment. 

11. Is the fee structure reasonable 
and clear? 

Almost all accountants charge per 
diem—by the hour. The higher the 
staff level, the higher the rate, with the 
top rate going to the partner or part- 
ners who work on your job. Ask for a 
schedule of hourly rates. Most firms 
make an honest attempt to hold down 
their fees by matching the staff level to 
the task to produce the lowest overall 
average rate, and by teaching you how 
to do as much work as possible inter- 
nally. Also, your year-end fees can be 
reduced substantially if your account- 
ing firm uses a microcomputer audit 
package. 

Get a written proposal. Your fee 
should be the lower of the aggregate 
time put in on your job or a predeter- 
mined top figure. Each job or special 
consulting engagement should be 
quoted separately. 

Remember, quality work costs 
money. If you try to buy price alone, 
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it’s a good bet your new accountant 
will turn into an expensive experience. 

12. Where should the firm be 
located? 

If you do not have complex or 
special accounting needs, you should 
be able to find a local accountant. But 
let’s face it, the increasing complexities 
of modern business have become an 
everyday fact of life. It requires more 
and more specialized talent inside 
your operation and from your outside 
professional advisors—particularly 
accountants. The telephone, over- 
night delivery, and the airplane make 
an out-of-town accountant a viable 
alternative. It is no longer a matter of 
miles, but of minutes (by phone) or 
hours (by plane) to talk to or meet with 
your accountant. But again, you must 
check it out. Get a list of the candi- 
date’s out-of-town clients. Call them. 
Find out if they are happy with their 
service. 

Now let’s put it all together. Find- 
ing an accounting firm that can give 
you perfect answers to all of the ques- 
tions posed here is not likely, but you 
should get as close as possible. 

This article is not theory, but is 
based on the actual experiences of our 
firm when being interviewed by poten- 
tial new clients. Most accounting 
firms, ours included, attempt to prac- 
tice in such away that potential clients 
will hire them. Your job is to determine 
that the firm you want to hire is in fact 
what it says it is and appears to be. 

In the final analysis, hiring an 
accountant is a business decision. 
Hire an accountant who will save you 
the most money, but don’t hire some- 
one you will not enjoy working with. 
Good hunting. e 


Irving L. Blackman is a partner in 
Blackman, Kallick & Company, Ltd., 
with offices in Chicago and Houston. 
The firm specializes in closely held 
businesses. If you have a question, 
call him at (312) 207-1040. 


PLAY METER, December 1, 1985 


Rush’N Attack, aKonami, Inc., kit 
for any horizontal raster-scan monitor 
game, is a search-and-rescue game 
that enables players to be one-man 
armies. 

Seeking to rescue prisoners of 
war, players engage in hand-to-hand 
combat and use knives, flame- 
throwers, bazookas, and grenades to 
fight their way past missile bases, har- 
bors, and bridges to reach POW 


camps. 
For more information, write 
Konami, Inc., 1555 Brummel, Elk 


Grove Village, IL 60007, or call (312) 
364-6633. 
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AIR-vend 
washer-fiuld 
dispenser 


AIR-vend, Inc., has introduced a 
coin-operated self-serve dispenser of 
windshield-washer fluid. 

Customers drive up to the dispen- 
ser, deposit 50 cents, bring the dispen- 
sers hose to the windshield-washer 
fluid compartment, press a button on 
the nozzle, and release a controlled 
stream of washer solvent. 

The unit’s features include a 14- 
gauge-steel outer cabinet, a virtually 
jam-free coin mechanism, a patented 
locking system, and a cutproof, steel- 
braided hose with a heavy-duty 
nozzle. 

For more information, write AIR- 
vend, Inc., 1370 Mendota Heights 
Road, Suite 460, Mendota Heights, 
MN 55120, or call toll-free (800) 247- 
8363. In Minnesota, call (612) 454- 
0465. 


Hangman...1he 
Video Game 


Status Game Corp. has released 
Hangman... The Video Game, a game 
in which players try to solve a word 
puzzle on the screen. A magic wheel 
containing various point values and 
penalties determines the value of a 
player’s selection. The game offers 
strategy options to players and game 
options to operators, including a pre- 
game advertising feature. 

Hangman is available for the 
Status System, as a universal kit for 
any vertical or horizontal game, or as a 
dedicated countertop, upright, or 
cocktail game. Other Status games 
can be converted to Hangman by 
replacing the satellite board with a 
new board featuring an expanded 
256K memory. 

For more information, call Status 
at (203) 666-1960. 
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Bally Midway Manufacturing 
Company has introduced Beat the 
Clock, a pinball for which play is based 
on time instead of a number of balls. 

Players may receive an unlimited 
number of balls, but may use them 
only until time, ticked off by a clock in 
the playfield, runs out. As the game 
progresses, the clock ticks faster, the 
lights speed up, and the sound accele- 
rates. Playing time is operator-adjus- 
table. 

Beat the Clock’s playfield action 
revolves around three flippers, three 
thumper-bumpers, a top rollover lane, 
top and side saucers, drop targets, 
stop targers, a multiplier lane, and a 
play-again feature. _ 

The cabinet includes new elec- 
tronic hardware for increased relia- 
bility and reduced maintenance time. 
There also is quick access to a front- 
mounted keypad offering a flexible 
and complete diagnostic and account- 
ing display. 

For more information, write Bally 
Midway Mfg. Co., 10601 W. Belmont 
Ave., Franklin Park, IL 60131, or call 
(312) 451-9200. 


With The Factories 
CALL-JOIN ‘TODAY! 


1-800-225-0227 
Then Dial 993417 
Qr Write To- 
1349 E. Seminary Drive 
Fort Worth, TX 76115 


American 101 


American Pay Phone Systems has 
introduced the American 101 coin- 
operated pay telephone with a North- 
western Bell Technologies-designed 
microprocessor system integrated 
into a full Western Electric 1D2 coin- 
set. GTE and Northern Telcom coin- 
sets also are available. 

In addition, Northwestern Bell has 
designed a retrofit kit that can be 
installed internally or externally. This 
makes the unit suitable for both small 
operators and distributors. 

American Pay Phone is the autho- 
rized Northwestern Bell Technologies 
sales representative for the private 
pay sector. Western Electric will sell 
American Pay Phone its full coin-set 
and network, and AT&T will provide 
warranty service on coin-sets from 
Western Electric, GTE, and Northern 
Telcom. 

The American 101 combines full 
pre-pay service, full programmability 
by keyboard or from a remote loca- 
tion, and self-diagnostics from a 
remote location. 

For more information, write 
American Pay Phone Systems, 22900 
Ventura Blvd., Woodland Hills, CA 
91364, or call (818) 888-6200. 
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Kitkorp kits 


Kitkorp has introduced four new 
kits: Namco’s MetroCross; Sega’s 
Crowns Golf in Hawaii; Cruisin’, 
designed by Jalco, Ltd.; and T.N.K. III, 
licensed from SNK. 

MetroCross players take on a 
obstacle course of rolling cans, 
hurdles, slippery tiles, land mines, 
foxholes, and surprise opponents. 

The game has more than 30 levels 
of action. 

Crowns Golf in Hawaii is a follow- 
up to Crowns Golf and features anew 
course and new club selections. 

The object of Cruisin’ is for a 
player to drive his car through 12 cities 
while picking up oil cans and throwing 
them at police cars and enemy cars. 
Players can jump from one road level 
to another to avoid enemies and accu- 
mulate points. 

T.N.K. Ill is a tank game in whicha 
player must maneuver past obstacles 
while following a road map that guides 
him to a final base. The game features 
an energy meter, cannon-fire buttons, 
machine-gun-fire buttons, and a cus- 
tom control handle. 

For more information, write 
Kitkorp, 2250 Elmhurst: Road, Elk 
Grove Village, IL 60007, or call (312) 
228-0451. 
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Batter UP! 


Doyle and Associates has intro- 
duced Batter UP!, a coin-operated, 
ticket-dispensing, short-range batting 
game. 

Batter UP! requires 230 square 
feet of space and can be located 
indoors or outdoors. It uses softball- 
size polyballs and bats, has cage 
lighting, and offers an adjustable cycle 
of one to nine balls a game. A score- 
board anda banner with running lights 
are availalbe. 

For more information, write Doyle 
and Associates, P.O. Drawer 49467, 
Sarasota, FL 33578, or call (813) 351- 
2835. 
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GLASSIFIED 


ADVERTISING 


WANTED 


Philadelphia Skee-Balls, Model H with 
ticket dispenser, Whac-A-Mole $1 & $5 
changer by Rowe, Marble Madness, Hat 
Trick, Buggy Challenger (sitdown), TX-1 
(sitdown), Spy Hunter (sitdown) 
For Sale: Triple Crane 
Wanted: Namco Shoot Away 


M & P AMUSEMENT CO. 
717/848-1846 


SSSSSSSSOOSSSN OOOO 


LOUISE’S HARNESS SHOP 
Rt. 3, Box 
Prattville, AL 36067 


Video Game Harness and 
Donkey Kong Monitor 
Conversion Kit 


Prices start at $15.°° 
Write or Call 


205/365-1841 


SSSSSSSOSSS EE SSS 


LEGAL GALAGA for $199 


A.P. Engineering converts Atari 
Dig Dug P.C. boards into Galaga 
24 hour turnaround 
1917 Huntington Street, Suite 3 
Huntington Beach, CA 92648 


714/969-1243 


PAYPHONES—$69 


As extensions. Or ready to profit 
from $295. Genuinely F.C.C. 
registered! Or. an economical 
model $164. Zero & info. options 
for free or 25¢. Free 911, timed 
calls. Built like a tank. 

608/582-4124 or 2368 Anytime. 


Video Geen 
CONVERSION KITS 


Crystal Castle kit w/rollerball) 
Choplifter (Sega) 
Do! Run Run (F.K.* Wildride) 
Excitebike 
Hyper Sports™ (F.K. Track & Field™ 

Konami®) 
Gun Smoke (Capcom) 
Magmax Super Low Price 
Mat Mania (Wrestling!) ........... Call 
1942 (Romstar) 
Road Fighter™ (Konami®) F.K.* Stern.. 495 
Rush’n Attack™ (Konami®) 

super earning! .............0000- 775 
Savage Bees (2-player earning!)..... 595 
Special Forces (Kung Fu) Closeout 
Super Basketball™ (Konami®) 
TNK III (Super Tank!) ... Extra low price 
10-Yard Fight (F.K.* Williams) 
Thayers Quest (F.K.* Dragon’s Lair) offer 
Tiger Heli (Helicopter!) 
Up ’N Down (driving game) 
VS. UniSystem (Nintendo) 

Hogan’s Alley 

*F.K. (fast kit) includes: 
P.C. Board and control panel 


pre-wired for fast plug in. 


VIDEO CONNECTION 
930 Jeffrey Lane, Dixon, CA 95620 


91 6/ O78 - 51 89 


Fe FFF eee G22 Fee 22 2G eG eeeeseee @ 


1 BUSINESS OPPORTUNITY 
; Coin-Op Amusement route 

; Northern Wisconsin 

s 300 Machines in 64 Locations 

; Pool & Dart Leaques establshed 
! Excellent Gross ¢ 8-Years Old 
L 


715/474-6748 


Sag SS OSS Baan aan anwa see ww 
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ADVERTISE 
IN 


PLAY METER 
504/488-7003 


WANTED 
USED PC BOARDS 


CALL FOR QUOTES 


ELDORADO 
PRODUCTS, LTD. 
14816 Main Street 
Gardena, CA 90248 


213/516-9525 


CD © ED > LD ¢ ED * ED ¢ GD + GP ¢ GD ¢ GD ¢ GD + GD ¢ GD 0 OD 


PRICED TO SELL 
Approximately 40 locations, several under 
contract. Route established 7 years. Future 

growth comes with one of Colorado’s 
fastest growing ski and summer resort 
areas. Enjoy the mountains and slower 
pace this coin-op business has to offer. 
For info call 1-303/726-5226 (726-8560) 
or write P.O. Box 194, Fraser, CO 80442 


BRE > i > GB + GED ¢ ED + GP > ED ¢ ED > GID ¢ GD ¢ ED + GD + aD 


Jukebox Operators 


We will buy your used 45’s 
Kindly call Joe Frank 


516/822-8877 


PHOTO MACHINES 


WE BUY AND SELL 
CHEMICALS, FILM, PARTS 
T PRICES GUARANTEED! 
OVER NIGHT SERVICE IS YOURS WHEN NEEDED. 


..here today, there tomorrow™ 


ED HANNA 


P.0. Box 290777 ¢ Davie, Florida 33329 
305/474-5888 
Established 1951 
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FACO West A.M.O.A. Kit Report 


Here’s how we rated the new kits that we saw at the show. 


Estimated Suggested F.W. Vertical or 
Ratin Game Theme R.O.1. Weeks Retail Price Horizontal 
1 Mat Mania Wrestlin 7-10 $945 Call V 
2 Gunsmoke Gunfightin 9-12 Call Call V 
3 Ring Kin Boxin 8-10 $895 Call V 
4 Choplifter Shoot ’em u 10-14 $895 Call V 
5 Terra Cresta Shoot ’em u 8-12 $895 Special V 
6 Music Trivia Trivia 8- 9 $795 Special VorH 
i Tiger Heli Helicopter 10-14 $895 Call V 


FACO West Specials: The following kits are priced for VERY FAST R.O.1. 
with very little depreciation with NO RISK 
(These games have already established themselves as good earners.) 


FACO West Specialties: Well here’s our line up. 


Estimated Suggested F.W. Vertical or 
Game Theme R.O.1. Weeks Retail Price Horizontal 
Galaga III Shoot ’em up 5-7 $695 $495 V 
Magmax Shoot ’em up 5-6 $745 $545 H 
1942 Shoot ’em up 7 $795 $695 V 
Yi Ar Kung Fu Kung Fu 5-7 $795 $595 H 
Kicker Kung Fu 5-7 $795 $495 V 
VS. 10 Yard Fight Sports 5-8 $595 $395 H 
Trivia Master Trivia 5-7 $695 $445 VorH 
Road Fighter Driving 5-6 $695 $475 V 
Super Basketball Sports 4-7 $695 $395 _y 
Ping Pong Sports 3-4 $595 $245 V 
Dragon Busters like Ghost ’N Goblins 5-6 $695 $595 H 
Crown’s Golf Sports 4-7 $795 $595 H 
Samurai Kung Fu 5-7 $795 $495 Vv 


OTHER SPECIALS 
Atomic Boy—$195 @ Regulus—$295 @ Excitebike—$595 @ Bomb Jack—$345 @ Bank Panic—$245 
Tag Team—$195 @ Seafighter (Poseidon)—$295 @ Return of Invaders—$495 @ Kick Start—$295 
Tank Busters—$395 @ Exerion—$295 @ Pac-Land—$895 


TWIN PAC SPECIALS 


Galaga III & VS. 10 Yard Fight Super Basketball & Magmax Crown’s Golf & Road Fight 
$795 $795 $995 : 


SPECIAL SPECIAL 
Yi Ar Kung Fu, VS. 10 Yard Fight, & Bank Panic — $995 


USE R.O.I. & PRICE FIGURES FACO 10719 BURBANK BOULEVARD 
ONLY AS A GUIDE. NORTH HOLLYWOOD, CA 91601 


R.O.!. IS BASED ON A 50/50 SPLIT. WEST 818/508-7902 
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CLOSEOUTS 
AND 
DISCOUNT KIT PRICES 


PL OVMNCR ON 2 hire Sele owe aes 


1986 CATALOG NOW AVAILABLE 


Write to: 
P.O. Box 1088 
Bensalem, PA 19020 


MOV dU shop cee eet Ss 

HaOOr SOCCEPs.. 6.55. ..0.. $299 TSG Eee ee 

a ‘ oo Sd ae at CALL TOLLFREE: 1-800-523-8934 
en Yalta bignt 65 ....4...<. 

acta ICI. ce es $749 vn adult dances hay i 

Dou RGmen....-..5. 0+. $149 : 

Cloak & Dageer............ $99 5 & ee 

Cronies © 6.66 aie een, Call 

Wella ee i. a. ees Call 

Gunentene:. ....-......... Call 


All of the above are complete factory kits. 
Quantities of closeouts limited. 


The Game Exchange 


P.O. Box 09598 
1289 ALUM CREEK DRIVE (ou only office) COLUMBUS, OHIO 43209-0598 © 614/258-2933 
CALL TOLL FREE 
IN OHIO OUTSIDE OHIO 


1-800-848-1514 1-800-848-0110 


penn-ray sutra corporation 


=FRANK’S CRANKS 


_____ NEW GAMES __ CONVERSION KITS __ 
Gauntlet, Hang-On, Ci rr—O—“‘iC $ 745 
Ghosts ’n Gobblins, Chopiitter.............. 875 

World Series, Rock (pinball), Gun Smoke ............ 950 
Trivias, Pop-A-Shot lridiana Jones ........... 745 

Hot Seat Simulator Kick Start............... 395 

Lox ............ is. S195 »=Mal Viania..§......,... 825 
Music (fivia............ 695 

MY HGIO ............... 845 

Call us today for complete es King .. Ree wh 

list on Rush N Alfack ....... Specia 
ton all new or SHANGHIKID........_. 785 
reconditioned videos (Nk 695 
and pinballs. Tejra Cresta ............ 790 


Frank 
“The Crank” Many Reconditioned Pinballs 
ALPHA-OMEGA-SALES ’ : 
Cull Men, Joe (or flank The Crank” The Operator’s First Choice 
201/287-4990 ee 6 Sutton Place @ Edison, NJ 08817 
. 
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Mechanic that can work on all types 

of games—Electronic Tech hat tan ROUTE FOR SALE C LASSI Fl EDS 

repair boards—Workers not man- Established route v 
agers—No drunks or derelicts— 300+ units 

Gulf Coast—Send references, salary Video @ Darts @ Pool 


desired, resume to: Play Meter, Pinball e¢ Juke 


Dept. DAC, P.O. Box 24170, 
New Orleans, LA 70184 Call 319/363-6933 


BUY A UNISYSTEM, 
GET THE SOFTWARE FREE 


With every purchase of Nintendo UniSystem hardware, 
we'll give you your choice of Hogan’s Alley (including 
gun), Exitebike, VS. Golf, or Mach Rider software for 
FREE. 


Call us toll free for our super low cost and the absolutely 
best value for your money. 


The Game Exchange 


P.O. Box 09598 
1289 ALUM CREEK DRIVE (our only office) COLUMBUS, OHIO 43209-0598 © 614/258-2933 


CALL TOLL FREE 
IN OHIO OUTSIDE OHIO 


1-800-848-1514 1-800-848-0110 


NEW KITS — ALL GUARANTEED LEGAL 


BOCCial FOrCes.........--.... $350 oo Call Mystar Curve Ball........... $250 


Pxidy trivia Fax ............- $295 Sireet Heat .......--.--15e $450 (ipooda...... 5.12... Call 
co Call Kinky 3e%.......--. 152. $595 eo Lrrrr—— Call 
8 Ball Action (for Pac-Man) ..$375 Son of Phoenix ............. $695 Field Compal ............. Call 
Time Pilot .................. $ 99 Crystal Castle (for Centipede) $395 


We have a very large selection of legal used boards, such as Nintendo, Donkey Kong, Midway Pac-Man, etc. 
$25 to $75 each — Call 


USED GAMES 
Spy Hunter s/a ............ $1995 MipG! HikG ......:......... % 225 Space DUE! .. 7. 08.....:. $ 150 
Centivede..............:.. $ 395 ROC NM KOpe............... $ 225 OZCIey 8 i > 225 
Crystal CStle .........<.. 2.9 O95 Kune Fu Master :........... $1295 Mr. Do’s Wild Ride..:..;... $ 250 
Fire Fox gc ee. $ 495 Karate Chanio .............. Call Porm POSHION.......... 0.5.5 $1495 
Midnight Marauders Gun...$ 695 Baby Pace vies . «ss $ 195 Og $ 295 
bday eg. -3.... .. $ 175 

NEW GAMES 
COMimando...............,. Call Demo Werby................ Call PWOCKGlY................. $1095 
SHOGUOUE oe eevee, Call Contel $1-18 Phone ........ $ 995 Ghosts N Goblins.......... $1895 


COMPLETE GAME IN OUR CABINETS 
Shianglial Kid ...... $1195 Field Compal ...... $ 950 BuUNseye ........ 0 $ 750 Ciropda ©. .......: $ 895 


WE HAVE THE WORLD’S LARGEST SELECTION OF OLDER ROWE-AMI PARTS 
INCLUDING AMPS, POWER SUPPLIES, TRANSFORMERS, GLASS, ETC. (MIN. PURCHASE - $50) 


COIN MACHINE DIST., INC. 


425 Fairview Park Dr. @ Elmsford, New York 10523 
800/431-2112 @ N.Y.S. - 914/347-3777 


Authorized distributor for Atari, Bally, Merit, Nintendo, Rowe-AMI, etc. Member AMOA-NAMA 
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GUEST COMMENTARY: 


Excise 


Politicians too often find the prospect of raising 
revenue by taxing a minority of the population 
tempting. But is it fair to base tax policy on the 
“tyranny of the majority”? Should taxes be discrimi- 
natory? Should they fall hardest on those least able 
to bear the burden? Should taxes be used to 
promote the goals of select groups or regulate 
personal behavior? 

In the case of cigarette excise taxes, each 
answer has been yes. 

Most smokers probably don't realize how much 
they pay in tax for each pack or carton of cigarettes. 
But as a percentage of price, taxes are formidable. 
About one-third of the pre-tax retail price of a pack 
of cigarettes is tax. If other products carried the 
same tax burden as cigarettes, acar costing $11,000 
would be priced at nearly $15,000, and a $450 stereo 
would go for $600. 

The federal government alone collects 16 cents 
in excise tax for each pack of cigarettes sold in the 
U.S. Every state applies its own excise, ranging from 
two to 26 cents a pack. Many states also have sales 
taxes that add another two to eight cents to the price 
of each pack. And 370 cities and counties top off the 
state and federal taxes by levying their own excises. 
The result? In Florida, taxes at all levels of govern- 
ment make up a full 73 percent of the pre-tax 
average retail price. 

This year tobacco-tax collections will hit $10 
billion. That money will be spent for services that 
benefit all citizens—smokers and nonsmokers alike. 
Smokers will pay to erect government buildings 
where smoking is prohibited! Again, faced with 
politically unpopular and, in some cases, illegal 
budget deficits, governments will try to balance 
their budgets on the backs of smokers. 

But raising cigarette taxes sometimes has 
unexpected and unfair side effects. When the 
federal excise doubled from eight to 16 cents a pack 
in 1983, revenue collections fell 30 percent short of 
projected figures. State governments have had 
similar experiences when their excises have risen. 
In some cases, planned projects have had to be cur- 
tailed drastically or even eliminated because 
revenues were less than expected. 

Following the federal excise increase, national 
cigarette sales dropped more than five percent. 
When a state, city, or county hikes its cigarette tax, 
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By Walker Merryman 


OOOO OOO ODO Oo ooo OOOO OOOO OOOO Oooo 


excess 


residents often travel to nearby areas where the tax 
rate is lower. This casual bootlegging is a well- 
documented problem, for example, in Massachu- 
setts. A traveler sees rows of Convenience stores 
along the New Hampshire border with parking lots 
filled with cars bearing Massachusetts license 
plates. 

Besides contributing more than 14 percent of 
total profits for convenience stores, tobacco pro- 
ducts are key traffic builders. So a retailer in a state 
with higher taxes than its neighbor not only loses 
business on cigarettes, but profits on impulse 
purchases as well. 

Not only do excessive excises cut away at busi- 
ness, they hit hardest those least able to pay— 
people on fixed incomes, the poor, and the elderly. 
The regressive nature of excises is evident when 
you consider that a family with two average smokers 
having an income of $8,000 a year pays a three- 
times-larger share of its income in cigarette taxes 
than a similar family earning $25,000 annually. 

Some politicians rationalize higher tobacco 
taxes by claiming that society benefits. People 
shouldn’t smoke, they maintain, so higher prices 
may discourage people from starting or continuing. 
This social engineering prompted one newspaper 
columnist to note, “While | am tolerant of strange 
theories, | am not enthusiastic about paying for the 
prejudices of zealots.” 

The idea of a “sin tax” Is an old one, but not a 
sound one. In a free society, adults should have the 
right to make their own decisions about lawful 
behaviors such as smoking without political 
coercion. 

Raising cigarette excise taxes to balance 
government budgets is a short-sighted solution to 
an extremely complex problem. Government 
spending needs to be realistically matched against 
government revenue. 

A more equitable, though difficult, remedy is to 
take a hard look at existing programs and stream- 
lining, or even eliminating, unnecessary projects. 
These decisions may be politically unpopular, but 
they are more financially responsible. Excessive 
excises are not the answer. e 


[Editor's note: Walker Merryman is a vice president 
of the Tobacco Institute. | 
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A perfect addition 
to your 

traditional vendors 
Requires only | 
36” x 18” of 

floor space 

Place anywhere — 
non-electric 
Gross revenues 

up to 

$250 a week 


Rugged and attractive 
Moving targets 
Inexpensive 

Low maintenance 

All mechanical 

Low noise level | 
Security bar available* 


. *Shown with optional locking security bar. 


When you insert a quarter, this winner 
vends a popular variety of bulk products, 
after which 10 shots may be fired at 
moving targets for a score. 


wJ. F. FRAN TZ MANUFAC TURING DIVISION OF 


P.O. Box 898 East Moline, IL 61244 
TOLL FREE 1-800-447-6768 In Illinois 1-800-322-0685 soDUCTS 
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AMERICAN COIN MACHINE EXPOSITION 
FRIDAY, MARCH 7 - SUNDAY, MARCH 9, 1986 e EXPOCENTER/DOWNTOWN CHICAGO 


oin- 


TTT 
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PRE-REGISTER NOW to receive your badge of admission at a spe- Housing forms, travel information, seminar registration materials and 
cial discount rate! PRE-REGISTRATION: $10.00. ON-SITE REGIS- complete schedule of events will be sent separately. 
TRATION: $15.00. Complete and return the coupon below with your check for $10.00 per 
NOTE: $5.00 FEE TO REPLACE LOST BADGES. NO EXCEPTIONS. person (U.S. currency), made payable to AMERICAN COIN MA- 
Minors under the age of 19 will be admitted provided they have paid CHINE EXPOSITION, 16066 SOUTH PARK AVENUE, SOUTH 
their registration fee, and are accompanied by a badge-bearing adult. HOLLAND, IL 60473 USA. 
MUST BE RECEIVED BY FEBRUARY 7, 1986. 

Only 21 characters Check below your business 
Name — Oe CSCincluding Spaces classification: 

will appear on 1 © Exhibitor 


Tithe your badge 2 CO Non-Exhibiting Manufacturer 
; 3 CF Distributor/Management 
Pier 4 C Distributor/Sales 
5 0 Arcade Operator 
a as ee 6 © Route Owner/Operator 


: . ; 7 0 Technician 
Ft Oe. Ue Ee Bee Precs 


9 0 Other 
oo a a ee a a Ce See || |. |) | a eee aS See ae specify 


MYM GeGEEEE Sponsored by: Skybird/AAMA Joint Venture 
= Managed by: William T:Glasgow, Inc., 16066 South Park Avenue, South Holland, IL 60473, 312/333-9292, 
AMERICAN COIN MACHINE EXPOSITION | Telex: (ITT) sees Be Ul. 
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